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THOUSANDS OF GALLONS A MINUTE 
THROUGH BRODIE BIROTORS 


—at Union Oil’s Los Angeles Terminal 


Since 1949 Brodie BiRotors have 
metered millions of gallons per year 
without maintenance problems. The 
current rate of delivery, one million 
gallons a day! 


At Union Oil Company of California’s big Los 
Angeles Terminal a 7,400-gallon gasoline trans- 
port truck can be loaded in under 5 minutes. 
This, according to an oil transportation author- 
ity, is the fastest truck loading rate ever 
achieved. The less time spent in loading, the 
greater is transport efficiency. And, Brodie 
- BiRotors used on every rack serve twenty-four 
Company transports operating ‘round the clock. 
It takes the stamina and performance of 
‘ Brodie BiRotors to handle this grueling speed 
and volume transfer with unerring accuracy — 
and with negligible maintenance. Proof of en- 
during performance is attested by the fact that 
the original BiRotors installed over 10 years 
ago are still in use. 

No matter what your metering requirements 
are, you can benefit by standardizing on Brodie 
BiRotors — the standard of every comparison. 
Specify and rely on Brodie BiRotor Meters. 


REPRESENTATIVES WITH sTOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL 


cirres 





After World War II, 

oil companies needed 
timely information 

on gasoline quality. 
That’s why Ethyl began 
its quality - 
survey 

reports. Over the years, 
the number of samples 
tested increased and 
speed of reporting was 
stepped up. 

In 1955 

each brand was coded so 


companies could see 


how their products ranked. 


Today, 1,000 samples 
from 57 
marketing 


centers are reported on 


WHERE 
GOOD" 
IS NOT 
GOOD 

ENOUGH 


\ 
— ETHYL 
CORPORATION 


ETHYL CORPORATION, new vorx17,n.v. 
TULSA * CHICAGO * HOUSTON ¢ LOS ANGELES 
ETHYL CORPORATION OF CANADA LIMITED, TORONTO 
ETHYL USA (EXPORT) NEW YORK 17,N.Y. 


monthly, and the results also 
summarized in an Annual 

Review. Another example of 

Ethyl’s philosophy that “GOOD” 
is never good enough. 
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As an oil marketer, you know that 
high delivery costs are the major rea- 
son for high marketing costs. 


Ai 
Opws IN By WW <} Want to reduce your delivery costs? 


Look then at OPW’s new 4” rapid 
‘TICE IT E'IL, Li delivery Tight Fill system. It’s un- 
restricted full-flow design, quick 

coupling action and leakproof seal 

give you the fast, safe accelerated 

deliveries that help to reduce costs. 


OPW NOS. 60, 61-AS, 61-T, 62 SUBMERGED TIGHT FILL FOR UNDERGROUND STORAGE 


*Of course, OPW also offers 
equipment for 3” Tight 
Fill. Details in Bulletin 
F-16-R. Write for a copy. 


Re: ae 
Just 3 easy steps to make a quick 
connection to the fillpipe: 
. Lift the manhole cover. 
. Remove Cap (No. 62) from fill 
pipe. 
. Snap Elbow (No. 60) onto Adap- 
tor (No. 61-AS). 2 
You're ready to fill. 


Bulletin NP-60 gives full details. — _ 





NO. 60 ELBOW 


es, 


NO. 61-AS ADAPTOR 


| OPW CORPORATION 


2735 COLERAN AVENUE, CINCINNATI 25, OHIO Kirby 1-5400 


NO. 62 CAP 


VALVES * FITTINGS * ASSEMBLIES FOR HANDLING HAZARDOUS LIQUIDS 
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CLIMAX MOLYBDENUM COMPANY, a division of American Metal Climax, Inc., 1270 Avenue of the Americas, New York 20, N.Y. 





“MOLY” GREASE PAVES WAY TO 





INCREASED SERVICE STATION TRAFFIC 


Why more cars have to be greased with “Moly” Grease 


Recently, major automotive manu- 
facturers dramatically recognized the 
technical superiority of molybdenum 
disulfide. Many of their 1961 models 


are factory-filled with “Moly” 
Grease. In one case a major manu- 
facturer is advertising that models 
will not need lubrication for 80,000 
miles and mentioning molybdenum 





disulfide by name as one of the 
reasons why. 

Experience has shown that—in 
both controlled laboratory tests and 
in countless road tests—under the 
toughest driving conditions—cars 
greased with 3% ‘‘Moly” Grease 
have definitely provided easier steer- 
ing, more comfortable driving and 
quieter riding. 


In service station after service 
station, it has been proved that 
“Moly” Grease brings in new traffic 
—with the natural result that gaso- 
line, oil and TBA sales increase. 
Recorded increases range from 10% 
to as high as 100% in one instance. 

There’s good reason why it will 
work for you, too. Your own branded 
grease ... with Molysulfide® added 
... gives you the first grease develop- 
ment in years with dramatic pro- 
motion possibilities. A recent test 
case showed that stations which 
actively promoted the benefits of 
“Moly” Grease increased gasoline 
sales by 7.2%. No expensive “‘give- 
aways” were used. In the same city, 
those stations which did not promote 
“Moly” Grease reported decreases 
averaging 6.9%. 

We'd like to fill you in on the facts 
and figures that prove “Moly” 
Grease can build sales for you. For 
further information address: Climax. 








Molysulfide gives unmatched performance in extreme pressure applications 





YUU 


When magnified, a piece of highly 
polished metal presents a cross- 
section of sawtooth irregularity. 
Molysulfide fills in the valleys, pre- 
vents the peaks from tearing, per- 
mits plastic deformation of the 
metal to make a smoother surface. 








The reasons why Molysulfide is being 
used in increasing quantities are 
simple: 


‘1. Eliminates stick-slip behavior and 


4 





resists galling and seizing at bear- 
ing pressures far beyond the yield 
point of most metals. 
. MoS, particles have a tenacious 
adherence to bearing surfaces. 
Have great resistance to scrape 
off and wash off. 
. Molysulfide has high thermal] and 
chemical stability. 
. It performs over a wide tempera- 
ture range from -300F to 750F 
(over 2000F in an inert atmos- 
phere). 
5. Inexpensive in the long run. A 
little goes a long way. 


When writing, refer to CL-104 





“Year After Year, I Find ‘Moly’ 
Grease A Big Business Booster,” 


says Elvin Pruitt, Standard Oil Co., 
(KY.) service station manager of 
Louisville, Ky. “The first year I 
started using Standard Moly M-P 
Lubricant, my grease sales jumped 
25%. More importantly, I’ve in- 
creased my gasoline sales 10%... 
my battery and accessory sales 50%, 
and my tire sales 100%.” ~ 
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Behind Our Headlines 





Men Who Influence Marketing 


ly THIS AGE of frequent and far-reaching changes 

in marketing organizations there’s much interest in 

new faces. Top positions are occasionally filled by men 

who may not be well known outside their own market- 
ing areas. Yet because of the im- 
portance of their positions, they be- 
come vital factors in the marketing 
industry. 

NPN tries to introduce these men 
to marketers everywhere through 
comprehensive interviews. Last year, 
for example, we published detailed 
interviews with John King of Cities 
Service and Woody Ramsey of 
Humble. 

As marketing vice president of Cities Service (Del.), 
marketing mostly in the Midwest, King became a na- 
tional figure as new chairman of the API jobber ad- 
visory committee. This presaged 
greater prominence because he has 
since become executive vice presi- 
dent of the newly formed Cities 
Service Oil Co., a merger of the two 
Cities Service marketing organiza- 
tions and Arkansas Fuel. 

Ramsey, whose career was de- 
veloped in Jersey Standard’s inter- 
national marketing organization, 
suddenly appeared on the domestic scene as a rank- 
ing executive in the new Humble marketing organiza- 
tion a year ago. 


Ramsey 


In this issue, we present an interview with Bill 

Miller, a man well known in the 

Midwest for many years but not so 

well known outside his long time 

bailiwick. He is marketing vice 

president of the newly formed 

American Oil Co., now a national- 

scope organization consolidating 

three important companies: Indiana 

* Standard in the Midwest, American 

Miller Oil on the Atlantic seaboard and in 
the South, and Utah Oil Refining in the Rockies. 

If you don’t know Bill Miller, read what he has 
to say in the interview starting on page 38. He’s not 
only a big man in his company, he’s a big man in 
national marketing. This will give you an idea of 
his opinions, his problems, his thinking, his objectives. 


Lorne Pretes 


Editor 





CHAMPION’S BIG CONTEST 


Win your own airliner and crew for 2 





Plan your own trip—anywhere in North America! See the places you've always wanted to see! You can take along your 
family and friends—up to 12 people in all. You have $5,000 to spend, and all plane expenses and tax are paid! 


Hh oc li 


YOU CAN WIN 1,159 OTHER VALUABLE PRIZES! 


eS 


RAMBLER AMERICAN 
2-DOOR SEDAN 
Equipped with heater, 
whitewall tires. 


JORIS a 


sete eeeeeeeseeeeeses 


2 LONE STAR 
15-FT. RUNABOUTS 
With trailer, up-to-40 hp 
outboard motor. 


FALCO 
TUDOR SEDAN 
Equipped with heater, 
whitewall tires. 


LARK 
2-DOOR SEDAN 
Equipped with heater, 
whitewall tires. 


COMET 
2-DOOR SEDAN 
Equipped with heater, 
whitewall tires. 


SOOO H CCE E EEO HEHEHE EEE ESET ES EEEE EEE SEES E SEES SESE EE EEEEEEEEE EES EE EE ESOS ESESESEOEE SEES EEO HOESE SEED 
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700 COLEMAN 
PICNIC COOLERS 
Well-insulated, 
lightweight. 


250 COLEMAN 
CAMP STOVES 
Lightweight, clean- 
burning, durable. 


156 EVANS BICYCLES 
Interceptor 300 model, 
boy’s or girl's styles. 


12- STROMBERG- 
CARLSON CONSOLES 
Stereo hi-fi phono, 
AM-FM radio. 


35 BELL & HOWELL 
MOVIE CAMERAS 
8 mm., automatic 

electric eye. 
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CHAMPION SPARK PLUG 
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IS NOW IN FULL SWING! 


weeks—plus ‘5,000 spending money! 


This month motorists will learn about the 
exciting Champion contest through 130 million 
pages of advertising in leading magazines and 
Sunday papers! It’s your greatest opportunity 
ever to increase sales and win prizes! Here’s how 
to multiply your chances of winning... 


Champion’s big contest is on! Exciting, two- 
page advertisements are appearing right now 
in a long list of magazines and newspaper 
supplements with a total actual circulation of 
65 million! These publications reach 9 out of 
every 10 motorists! This 3-way contest is a 
great opportunity for motorists . . . for dealers 
... and especially for you! 


You have the greatest opportunity of all to 
win from a host of 1,160 valuable prizes— 
headed by a private airliner and crew for 2 
weeks, with $5,000 spending money and all 


flight expenses and taxes paid! 


Increase your chances by making sure that 
all your dealers take part—and by qualifying 
yourself with every one of them. You qualify 
with a dealer by selling him either a Champion 
Plug-Scope or 9 boxes of Champion Spark 
Plugs, any types, on one order. Do it anytime 
between now and May 31. But remember, the 
first salesman to qualify with each winning 
dealer wins an Early Bird Prize, in addition 
to his chance at the regular prize list! 


Then make sure your dealers enter as many 
motorists as possible. Every motorist entered 
through your dealers means another chance 


COMPANY ¢ TOLEDO 1, OHIO 
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for you to win. (If you qualify with 20 dealers, 
and they each enter 100 motorists, you have 
2,000 chances!) And there’s no limit to the 
number of prizes you can win! 


Another way to increase your opportunities 
is to make sure all of your dealers read the 
Helpful Hints on Pages 10 & 11 of their Plans 
Book—and understand that they can use 
these hints to help their customers answer the 
required statement. The better the statement, 
the better the opportunity for all of you to win! 


So get going right now! Qualify yourself with 
all your dealers, and urge them to check as 
many plugs and enter as many motorists as 
possible. It’s a great opportunity to win prizes 
—and a tremendous opportunity for lots of 
added sales of Champion Spark Plugs and 
other parts! 


DEPENDABLE 


CHAMPION 
a... 


SPARK PLUGS 





ASK ABOUT OUR 


21 MONTH 


COMPHENE 


GUARANTEE 


U.S.ROYAL 
LOW PROFILE 
SAFE-WAY 


REDUCED To 


| 66 One 
selling idea 


leads to 
another!) 


movie and your “U. Ss.” TBA in just about every phase of 
representative has a new one siocte beantanes saad 
and a hot one every time he comes chandising, promotions and displays, he’s a real expert. 


He has a knack for turning TBA stocks over faster. 


to call on a dealer of yours. Even run-of-the-mill operators get the idea and are soon 


pushing sales up on their own. 
YOUR “U.S.” TBA REPRESENTATIVE is a good man Result... more stations making more profit... less 
to have working with your stations. He’ll lend a hand operator turnover for you! 


*"Low Profile’ is United States Rubber Company’s trademark for its lower, wider shape tire. 


U.S.ROYAL LOW PROFILE TIRES 


US United States Rubber 





Rockefeller Center, New York 20, N.Y. 
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Letters 


About Tidewater'’s young executives . . . dual-use 
bulk plants ... separate sales and service .. . 
warning on fast pumping... where taxes go 


To THE EDITOR: 

I have just finished reading NPN’s 
March exclusive report “Tidewater’s 
Youthful Execu- 
tives” (page 124) 
and want to com- 
pliment you on 
the thorough and 
interesting man- 
ner in which you 
have _ presented 
the story of the 
recent activities 
and accomplish- 
ments of a num- 
ber of Tidewa- 
ter’s fine market- 
ing executives. 

Building on such a base, I am sure 
that the answer to the question: “Can 
young ideas restore an old company’s 
eminence?” is an emphatic “Yes.” 

One matter I would like to straight- 
en out with you is your statement at 
the bottom of page 128, “Ronald 
Getty resigns after second stint as 
marketing manager.” The actual facts 
are that Ronald was promoted late 
in 1960 from home office marketing 
manager, a staff position, to president 
of Veedol Petroleum International, an 
executive position. 

While I must admit that Ronald’s 
alertness, aggressiveness, thorough- 
ness and determination discomfited 
some of our oldtime marketing types, 
nevertheless much of Tidewater’s re- 
cent marketing success is a result of 
ideas and plans developed by him. 

To cite two specific examples: Tide- 
water’s eminently successful sales pro- 
gram introducing 100-octane gasoline 
to Pacific Coast motorists, and Tide- 
water’s attractive and sales-building 
new R-7 type canopied service station. 

Important as Ronald’s recent con- 
tributions to Tidewater’s domestic 
marketing activities have been, I be- 
lieve he will contribute even more to 
our company’s progress now that he 
has been made executive head of our 
rapidly expanding European market- 
ing operations. I say this for the reason 
that Ronald brings to his new assign- 
ment a seasoned, successful fund of 
sales experience, as well as a fine 
knowledge of European manners and 
customs, including an ability to speak 
three European languages. 


George F. Getty Il 


Consequently, your article should 


indicate not that Ronald resigned but | 


that he was promoted. 
GeEorGE F. Getty II 


President | 


Tidewater Oil Co. 


Los Angeles | 


>I have read carefully the article on 
Tidewater’s “Young Marketers.” It is 
an outstanding job. 

The reference to Mr. J. Ronald 


Getty in the final paragraphs is unfor- | 
tunate, however. Your article in gen- | 
eral is a testimonial to Mr. Getty’s 


abilities, since the department devel- 
oped, and many of the young men 
featured were brought into the or- 
ganization, while he was marketing 
manager. 

In your comment on the masthead 
page, you are very gracious in thank- 
ing Tidewater for its assistance in 
preparing the article, and you single 


out Jack Gow and me for the praise. | 


Actually, any work that was done was 
a result of the efforts of the whole 
Tidewater public-relations organiza- 
tion, and perhaps even more impor- 
tant, many of the marketers inter- 
viewed. 


Unfortunately, you don’t mention | 
Bob Davidson, public-relations man- | 


ager for Tidewater’s western division, 


and Jack Gow’s organizational coun- | 


terpart. Bob and his staff did a great 
deal of work with Kemp Anderson in 
preparing the western-division ma- 
terial. 

Actually, as company public-rela- 
tions manager, I was involved in the 


work on the article only from an ad- | 


ministrative standpoint during the 
months it was in preparation. Over-all 
coordination was handled by John 
Robinson, our news and information 


manager, who oversees our national | 


news program. 


T. F. Scocains | 


Manager, Public Relations 
Tidewater Oil Co. 


Los Angeles | 


Where Tax Money Goes 


PIn reading the February issue of | 


NPN, I noticed a statement on page 


83 to the effect that the Highway | 


Trust Fund is currently financed “by 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE 
Shank Hose 
Coupling 


Dust Cap 
EVER-TITE Dust Protectors 





part of the federal taxes on gasoline 
and diesel fuel and by excise taxes on 
automotive parts and accessories and 
heavy vehicles.” 

I would like to clarify this statement 
by pointing out that the trust fund 
actually receives all of the revenue 


from the 4¢ federal tax on gasoline, 
diesel fuel, and other special motor 
fuels, but has never received any of 
the revenue from the 8% auto parts 
parts and accessories tax. As a matter 
of fact, the tax on motor fuel has sup- 
plied more than 80% of all the reve- 
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Superior Kellogg-American engineering and workmanship keep costly 
down-time and maintenance at an absolute minimum. 


Kellogg-American compressors assure lower operating cost and higher 
profits by delivering more USABLE FREE AIR per kilowatt hour. 


Warehouses and parts depots are strategically located throughout the 


country to insure prompt shipment. 


Kellogg-American will help you select the most effi- 
cient and economical compressor for your require- 
ments from over 250 different models; 4 thru 20 
HP; single or two-stage; horizontal or vertical. 


For full details, see the Yellow Pages for the name of your 
nearest Kellogg-American jobber or write to: 


KelloggAmerican 


DIVISION SCAIFE COMPANY e¢ PITTSBURGH 35, PA. 





nue for the trust fund since the new 
highway program was established in 
1956. 

On the other side of the coin, ap- 
proximately $1.7 billion—or 40% of 
all special federal highway-user taxes 
—is being diverted each year from 
the highway program to general-fund 
purposes. Most of this $1.7-billion 
comes from the 10% excise on auto- 
mobiles and the 8% excise on auto- 
motive parts and accessories. 

As you know, however, some relief 
from this inequitable situation is in 
sight. If Congress allows the provisions 
of the 1959 Federal-Aid Highway 
Act to become effective on July 1 of 
this year, the trust fund will, for the 
first time, receive a portion of the 
revenue from the federal excises on 
passenger cars and auto parts and ac- 
cessories. 

Under the terms of this legislation, 
the fourth cent of the federal gasoline 
tax will expire on June 30, and the 
revenue from this one cent will be 
replaced in the trust fund by the pro- 
ceeds from one-half of the 10% auto 
excise and “ths of the 8% tax on 
parts and accessories, for a_three- 
year period ending June 30, 1964. 

Actually, these receipts will more 
than replace the current proceeds 
from the fourth cent of the federal 
gasoline tax. Official estimates are 
that the highway-user tax money 
being transferred into the trust fund 
will provide some $225-million more 
per year for highway construction 
than the fourth cent of the gasoline 
tax. 

Furthermore, if receipts from these 
levies continued to go into the trust 
fund beyond 1964, the federal govern- 
ment would have virtually enough 
revenue to meet its entire $37-billion 
share of the interstate-system costs. 

JOHN H. BIvINs 

Director 

Committee on Public Affairs 
American Petroleum Institute 
New York, N. Y. 


Caution on Fast Pumping 


>I found “How to Get Faster Pump- 
ing—For Sure” (NPN—Feb. p130) 
very interesting. 

Apparently the McDowells would be 
able to utilize an ideal pumping rate. 
For much of the industry the limita- 
tions imposed by local conditions such 
as the tankage, piping, vents, and con- 
nections would restrict the pumping 
rate to substantially less than 120 gpm. 

With this in mind, it might be ap- 
propriate to add a word of caution as 
the inexperienced operator might 
otherwise buy a vehicle with a high 
pumping rate and then encounter 
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trouble—such as spills or possibly 

even fires—before he learned to adapt 

the delivery equipment to the actual 
field conditions. 

C. W. PEASE 

Mobil Oil Co. 

New York, N.Y. 


Dual-Purpose Bulk Plants 


Combination service station-bulk plant 


>I read the article “Why More Job- 
bers Are Building Bulk Plants for 
Dual Use” (NPN—March p107) and 
found it very interesting and informa- 
tive. 

It would appear to me that this 
type combination operation would be 
a special purpose deal tailor-made to 
fit a set of conditions described by 
the jobber operations cited in the 
article. 

I don’t believe this necessarily rep- 
resents a trend or a change in jobber 
operations by any means; it seems to 
me in our part of the country jobbers 
are trying to get away from bulk- 
plant operations whenever and wher- 
ever they can, by bypassing such 
plants and making their drops of 
gasoline, etc., direct to the stations. 

T. H. ALBENEsIuS, JR. 
Secretary-Treasurer 
Coastal Terminals Inc. 
Charleston, S.C. 


Read your article on bulk plants 
(“Why More Jobbers Are Building 
Bulk Plants for Dual Use”). We 
have a few operating this way; how- 
ever, our only use for them is where 
we run into unusual delivery prob- 
lems since we do not service farm 
accounts or commercial accounts of 
under-transport-delivery facilities. 
Unless the station is to be operated 
as a company salaried station there 
are many complications. . . . It is 
surprising the inventory problems that 
can arise. 
C. M. BAKER 
Certified Oil Co. 
Columbus, Ohio 


interest 
Building 


I have read with great 
“Why More Jobbers Are 
Bulk Plants for Dual Use.” 

At the moment this strikes home as 
we are contemplating doing some- 
thing like this at our truck stop but in 
reverse. We already have at this lo- 
cation large underground storage and 


have been thinking in terms of ad- 

ding farm and fuel-oil delivery from 
this location. 

Ray JOHNS 

Chieftain Oil Co. 

Chippewa Falls, Wis. 


Separation vs. Marriage 

>Regarding Clem Dufau’s new out- 
let (“How a Jobber Puts Sales and 
Service under Separate Roofs,’ NPN 
—March p114), in my opinion he had 
best direct-operate this whole unit. 


Letters 


He will need some commercial busi- 
ness to get volume in both phases of 
operation. 

By direct operating he can use it 
as a training center and a headquar- 
ters point for TBA supplies for other 
dealers. 

The present plan of two separate 
operations will have to be an ideal 
marriage. 

R. E. CoE 
Coe Oil Service 
Cynthiana, Ky. 
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“MY DISTRIBUTOR SWITCHED TO RICHFIELD — 
NOW I’M ON THE WAY UP!” 


YOUR DEALERS AND YOU will be well on your way up 
when you latch on to the high-flying Richfield Eagle. As a 
Richfield Distributor, you'll get these benefits: Top products, 
advertising, merchandising, complete supplier cooperation. 
PLUS the exclusive benefits of this unwavering policy: Richfield 
does not market its brand of products in competition with 
Richfield branded distributors. If you don’t like the direction 
you're headed in, call or write Richfield now, and start going up! 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
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ULTRALIGHT WHITE 4400TDL 
is a big, tough tractor with heavy- 
duty components for GCW’s up to 
80,000 Ibs. Yet the use of strong 
lightweight fiberglass and aluminum 
—even in parts of the power-packed 
diesel engine—cuts chassis weight to 
add 1100 extra pounds to payload! 


RUGGED WHITE 9000TV handles 
longer trailers, bigger payloads. Com- 
bines short 90-inch BBC, heavy front- 
axle loading, famous Super Mustang 
V-8 power, heavy-duty construction. 
Available with finest Custom Cab 
in the industry (96-inch BBC) — more 
room, easier riding, better visibility. 


noonentrntnsceennesionecentmnnssessteitipian: * 
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ALL-NEW WHITE COMPACT truly 
turns circles inside any other truck 
or tractor. A wheelcut of approxi- 
mately 50 degrees in either direction! 
Ideal for handling fuel-oil deliveries. 
Takes a 43’ tank trailer in a 50’ state 
through city traffic, in and out of tight- 
squeeze unloading areas with ease! 


designed by WHITE to do more work 
in less time...at lower cost 


These Whites are exactly tailored for the petroleum industry. 
Custom-engineered to outrun, outwork, outlast their competition. 
Pound for pound, the most rugged trucks ever built to handle the 
extra-tough jobs in petroleum hauling and highway operations. 
Ask for a demonstration. The White Motor Company, Cleveland 1, 
Ohio. Branches, distributors and dealers in all principal cities. 


WORLD @ LEADER IN HEAVY DUTY TRUCKS 


WHITE TRUCKS 
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for Profitable 
Bulk Operations 


2 ie 


Faster loading, quicker truck movement through © 
racks, and accurate product measurement are 
direct advantages of Granco line meters. 

Positive displacement rotary principle, free from 
pulsation and reciprocating parts, provides 
smooth non-pulsating flow. Low pressure drop 
eliminates friction, minimizes wear, saves 
maintenance costs. Self purging meter chamber 
and dual-centered 5 blade action, perfectly 
balanced on a center shaft, assures trouble free 
performance. And, your Granco Meter is easily 
adapted to modern automatic equipment for 
unattended operation. 

Sizes: 114” to 8”. 

Capacities: 40 GPM to 2000 GPM. 


GRANCO MULTIPLE PUMPS 
Rotary Type Positive Displacement 
Granco Multiple Pump Units offer o7/ men 
improved performance because of fewer moving 
parts, guaranteed alignment and outstanding 
durability. Equally effective at handling either 
light or heavy oils, including asphalt. Available in 
all sizes for most petroleum applications. 


CORP 


1308 SIXTY-SEVENTH STREET, OAKLAND 8, CALIFORNIA 
SUBSIDIARY OF AMERICAN METER COMPANY, INC. 


| Money-Making Ideas 


Warehouse auction... 
Mother's Day promotion 
... Free-service cards 


HOLD warehouse sales twice a year 
and invite dealers. Auction off every- 
thing that’s shop worn or not moving. 
Jazz it up by including some grab 
bags with contents unknown, even 
going so far as to put dollar bills in 
some packages. 








PLAN A MOTHER’S DAY PRO- 
MOTION. The day: May 14. The 
theme: Something for mother, of 
course. One idea: An orchid with 
each 10 gal. of gasoline purchased. 

Last year Bay dealers in the 
Rockies used orchid promotions. Or- 
chids from Hawaii were flown to 
each dealer a day ahead of the pro- 
motion weekend. Orders were placed 
in advance (minimum order: 200 lots.) 
Dealers paid 16¢ per orchid. The 
company directed a cooperative ad 
program in newspapers, radio and 
TV spots. 

The promotion was conducted area- 
wide (almost 500 dealers) after a suc- 
cessful trial in 1958 among seven sta- 
tions at Colorado Springs, Colo. A 
Bay man there said gallonage that 
weekend went up “1,000%” for all 
stations over the previous weekend. 


$ 


A GULF DEALER in New York 
City issues “membership cards” to all 
his customers. The card entitles them 
to free emergency service within a 
two-mile radius of his station. Service 
includes starting stalled engines, boost- 
ing low batteries, hauling cars out of 
snow drifts. 
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THIS NATIONAL SYSTEM pays for itself every year. 


returns 139% annually on investment 


“Our National System, complete 
with Charge Posting and Full-Shelf 
inventory control, has proven satis- 
factory in every way. Here are a 
few of the advantages we get from 
our National System. 

“Our Charge Posting feature en- 
ables us to eliminate forgotten 
charges and to speed up the handling 
of charge customers. The control 
offered by our National Full-Shelf 
System reduces carelessness and 
minimizes mistakes, thereby cutting 
our inventory shrinkage. In fact, our 


RUSSELL R. GARVIN, OWNER of 
Garvin's Gulf Service Station. 


MODERN EXTERIOR of this efficient Ohio service station. 


“Our Clatonal Charge Posting System 
saves us °3,206 a year... 


q? 


—Garvin's Gulf Service Station, Bucyrus, Ohio 


National System has been the major 
factor in building bigger profits for 
our business. 

“Along with building profits, our 
National System pays for itself 
every year. It saves us $3,256 a year, 
returning 139% annually on our in- 
vestment!”’ 


Cassell © Gorercd 


Owner 


Garvin’s Gulf Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your service station, too, can benefit 
from the many time- and money- 
saving features of a National System. 
Nationals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. National’s 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. 

(See the yellow pages of your & fae” 
phone book.) 


*TRAOCE MARK REG. U. S. PAT, OFF. 


MWaltional* 


CASH REGISTERS 
ADDING MACHINES + ACCOUNTING MACHINES 
ELECTRONIC DATA PROCESSING 
wer paper (No Carson Require) 





Your can'g presets 
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MOTOR-MEDIC ff : = 
» restores lost power 
‘and increases gas 
mileage ... MOTOR-MEDIC NO. 1 stops oil burning 
makes cars start 5 when added to motor oil. Improves en- 
easier on cold gine performance by increasing com- 
mornings. wea pression and oil pressure. Reduces friction 
> eyees sia | INCREASES re mutendt and wear by providing lasting oil-film 
stigloiae INCR ssutt strength. Stops exhaust smoking by elimi- 
for oil and one CASES oi PRE nating blow-by. 


Quiets NO!S 
for gasoline. MOTORS 


MOTOR-MEDIC NO. 2 is the new scien- 
tific blend of solvents, lubricants and 
inhibitors for effective treatment of slug- 
gish engines. Helps restore lost power, 
increases gas mileage, cleans carburetors, re RS 
frees sticky valves, lifters and rings. Pro- meANS carsuret? 
: anti : WA ep STICKY vatve ! 
vides lubrication for upper cylinders. i MES sticky vaives & 
HI Cu NS GUMS & yarnise 


Lupricates 
UPPER CYLINDER 


LOCALLY ADVERTISED ON RADIO AND NEWSPAPERS 


Toe nate Consistent advertising in major cities throughout 1961 will create new volume 


matic Transmis- 
sion Sealer and on all Solder Seal Chemical Tools. New point-of-sale posters, banners and 


Conditi STOPS ° P : . “2 
lok ale. mailers are available for local promotion. Make this advertising pay off for 


pic a you .. . feature Solder Seal Chemical Tools. 


hardening or 
shrinking of seals. 
Goes to work im- 


wore RADIATOR SPECIALTY COMPANY 


noise . . . makes 


shifting easier. CHARLOTTE, NORTH CAROLINA 


il 
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Four metal pistons- 
no piston cups 


& 


\u 


— a | 
we 





Unique porting 
action—no mechanical 
valves 


__ PREMIUM 





CoS 


Calibration and 
bearing assembly 
impervious to 


all fuels 








Model 256 
Illuminated 
Oil Merchandiser 
Model 246 
AWTH Islander 
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S TA N DA —s -D In every industry there is one company that sets the pace, 


one company whose products are the standard 


FO —d to which all others strive. Each product carrying the 


Bennett nameplate is designed and produced to set the standard 


C O M PA RQ | S O N for the industry it serves. 


ic : 
JOHN Wood COMPANY -: Bennett Pump Division + Muskegon, Michigan 
District Offices: Albuquerque ¢ Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland « Dallas * Denver © Detroit * Kansas City 
Los Angeles * Minneapolis * New Orleans * New York © Philadelphia * Pittsburgh * Rochester * Salt Lake © Seattle ¢ San Francisco 
IN CANADA: JOHN Woop CoMmPANY LIMITED « Toronto + Montreal + Winnipeg + Vancouver 
Export: John Wood International Corporation, 29 Broadway, N.Y. Cable ‘‘WOODINTER”’ 








an Francisco 


Phoenix 


Regions 


W. T. Leslie, retired division manager, 
stopped at more than 70 service stations 

Oma recent coast-to-coast vacation trip. 

He Wasn-timpressed, Here's what he reports » 
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A Cross-Country Look at Stations 


W. T. Leslie, a retired Pure Oil Co. 
division manager, recently returned 
from an 11,000 mile cross-country 
vacation trip. Some of the things he 
observed at the more than 70 service 
Stations that he visited were real eye- 
openers: 

e Not a single attendant tried to 
sell him an oil change. 

e Only twice was an upgrade in 
gasoline suggested. 

e Under-the-hood service and road 


and highway information were seldom 
offered voluntarily. 

e One-third of the restrooms were 
extremely dirty. Many of the others 
were barely acceptable. 

Leslie retired in November 1959 as 
manager of Pure Oil’s central division. 
He was 40 years in oil marketing, 35 
with Pure. 

Here’s what he has to say about 
service stations today and what he 
thinks can be done about them, 





“— recently returned from an 11,- 
000 mile vacation trip that took 
me through 22 states from New York 
to California. In my seven weeks as a 
tourist, I visited over 70 service sta- 
tions and got a good look at oil mar- 
keting from the buyer’s side of the 
pump island. The experience was a 
real eye-opener. 

Generally, I found that service-sta- 
tion attendants made no particular 
sales effort. The standard approach 
seemed to be either silence or just a 
‘yes sir.’ For example, on the entire 
trip no one tried to sell me an oil 
change, and on only two occasions did 
an attendant suggest an upgrade in 
gasoline. 

About 40% of the stations I stopped 
at offered courteous, professional serv- 


ice, but in the rest I often found a 
sloppy indifference to the needs and 
wants of the tourist. 

Under-the-hood service was usually 
satisfactory, but was seldom volun- 
teered. The same could be said for 
road and highway information. Only 
once did a dealer, noting my Florida 
license plate, offer to be of service to a 
tourist far from home. 

Restroom cleanliness means a lot 
to the tourist. After he checks out of 
his motel, he usually has to use public 
restrooms for the whole day. I found 
that 35% of the stations had restrooms 
that were either unpleasant or down- 
right filthy. A lot of the others could 
only have passed muster if you wore 
sunglasses and a nose clamp. 

I learned quickly that the newness 
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of a station was no key to the kind of 
service offered. 

On the second day of my trip, I 
stopped at a station because I was at- 
tracted by a known brand and a mod- 
ern station structure. The attendant, 
however, was dirty, unshaven, and 
morose. As he started to fill my tank, 
I had to get out of the car and tell 
him to get rid of his cigarette. This 
attendant not only gave me a poor 
opinion of his own station but also 
raised doubts about the kind of serv- 
ice I could expect from other stations 
selling the same brand. 

On the other hand, an attendant in 
a station near Yosemite National 
Park gave me such friendly, expert 
service that even though I didn’t have 
a credit card for his brand, I made it 
a poin. to look for other stations that 
carried the same product. 

Advertising programs may pull the 
customer into the service station, but 
it’s the service that he gets there that 
keeps him coming back. 

Since it’s. good business practice to 
have a periodic audit of a company’s 
finances, why not apply the same 
principle to retail sales programs. A 
periodic check on service stations 
would enable a busy executive to com- 
pare the actual retail sales methods 
with those promised in his company’s 
promotional campaigns.” 
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Regions 


You think you've got ‘dogs’ in your market? Take a look at this self-serve on the outskirts of Dallas. You pay the cashier and 
pump your own. Outlets like this sell 2¢ a gal. under practically anybody. Gasoline is below specification, purchased from blending 
plants that put out 4.5-million gal. a month. Some marketers call this the worst price market in the U.S. (See Southwest) 


Southwest 


Why Texas may now be 
beyond the help of 
any new pricing plan 


TEXAS oil marketers are taking a 
close look at the “new” Phillips pric- 
ing plan (see page 112). Some believe 
that this plan, or 
something similar 
in eliminating 
price protection, 
may be the an- 
swer to their 
chronic retail pric- 
ing troubles. 
The _ situation 
in Texas is bad. 
So far though, no 
such plan has 
By Marvin Reid been introduced 
there. Perhaps it’s 
because of the kind of market. 

Retail prices in the Dallas-Ft. Worth 
area were subnormal for 81 straight 
.days recently. Subnormal postings 
were the rule rather than the excep- 
tion, too, north and east of this 
metropolitan center, all the way to 
the Oklahoma, Arkansas, and Louisi- 
ana borders. 

These northern and eastern parts 
of Texas may represent the most 
troublesome pricing areas in the en- 
tire nation today. There have been 
few spells of “normal” postings at 
any time in the last four to five years. 

Various sources estimate the oil- 
marketing industry dropped $12-mil- 
lion in Dallas and Ft. Worth. alone 
during 1960. This figure represents 
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the difference between what could 
have been realized and what was 
actually obtained by majors and pri- 
vate-branders for their products at 
the retail level. 

What makes these Texas areas so 
chaotic, and would the Phillips plan 
or some other one work here? 

The basic major cause, several 
agree, is the number of small gasoline 
blending plants in the northeastern 
part of the state. These plants are 
said to turn out roughly 4.5-million 
gal. of product a month. The product, 
generally, doesn’t measure up to ma- 
jor-brand specifications. It seeks a 
home with those marketers who 
aren’t too concerned with specs. 

This gasoline, which seldom rates 
over 82 octane, could be bought at 
the docks about a month ago for 
10.5¢ gal. In some cases it was lower. 
“Normal” tank-wagon in Dallas-Ft. 
Worth is 16.4¢. “Temporary” allow- 
ances have cut this to about 14¢. This 
means this below-specification gaso- 
line is still moving at about 1.25¢ be- 
low major-brand jobber prices. 

With this product available, small 
unbranded marketers have thrived. 
There has been a substantial growth 
in a particular “self-serve” type of 
outlet. These outlets are dirty and 
cheap-looking, with a little hut, two 
pumps and dirt or gravel driveways 
(see picture). Some don’t even have 
air compressors. Few are lighted. 
They generally operate from dawn 
to dusk. Some close in rainy weather. 
But their big price signs stay up. 

One source estimates an average 
outlet of this type does 8,000 to 10,- 
000 gal. per month. Investment is 
reported to be as low as $2,500 to 
$3,000. Rental is $35 to $50 per 


month. Salaries for one operator (usu- 
ally female) seldom run over $35 to 
$50 a week. They give no services 
of any kind. “They just sit in their 
huts and collect money. Ask them to 
check you oil and they’ll hand you a 
greasy rag.” 

But they tend to tear up markets. 

“There is no doubt but what this 
type of outlet has been the thorn in 
the Dallas-Ft. Worth price picture,” 
says an observer. “They put up their 
big signs a couple of cents under 
others, and we have trouble. Subsidies, 
then, to the major dealers tend to 
prolong the trouble.” 

Some believe the elimination of 
price protection will help the Texas 
picture. The Texas Oil Jobbers Assn. 
has come out for elimination of sub- 
sidies. 

At the same time, however, there 
are those who believe that no plan 
to eliminate subsidies, such as the 
Phillips plan, will work in Texas until 
some solution is found for that 4.5- 
million gal. of below-specification 
product coming out of the blending 
plants. 

There has been some talk lately of 
the possibility of some companies 
buying up this slug of product. They 
would then upgrade it in their own re- 
fineries to meet specifications. Some- 
thing of this nature may have to be 
done before the Phillips plan or any 
other one will work in these areas. 

If this is done, so the talk goes, 
then the Phillips plan might be tried 
in Texas. Phillips so far hasn’t men- 
tioned anything about Texas in its 
schedule for putting the plan in other 
states, apparently recognizing the ob- 
stacle it faces from this below-spec 
gasoline. 
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“Something has to be done,” a 
Texas marketer says. “It’s a crying 
shame that we have been letting the 
tail waggle the dog here, but we have 
been letting this piddling amount of 
gasoline set our markets.” 

Dealer morale and turnover in the 
Dallas-Ft. Worth area have reached 
a new low, some say. One dealer 
pumping 40,000 gal. a month in Dal- 
las says, “I would be out of business 
tomorrow if it wasn’t for my auto- 
repair revenue.” He’s on a competi- 
tive allowance, but claims it isn’t 
enough to pay his help. 

“The service-station business in 
Dallas,” he declares, “is the worst 
business a man could possibly get 
into. Nobody can make a living at it 
anymore. If somebody were to come 
along and offer me what I’ve got tied 
up in inventory, I’d get out today. 
But, I don’t think anybody is stupid 
enough to make me such an offer.” 

The situation has gone on so long in 
Dallas and Ft. Worth, some dealers 
say, that the public has become ac- 
customed to lower prices. 

“Last year, when a war would end,” 
one says, “my volume would drop as 
much as 50%. People would just sit 
back and wait us out. You'd be sur- 
prised how many Cadillacs would 
drive in for a buck’s worth of gasoline 
when the price would go up.” 

Another facet to the Texas situa- 
tion worries some, too. It has to do 
with gasoline taxes. 

When the federal tax was increased, 
it was not passed along to the pumps. 
And ever since the increase, prices 
have pretty generally been depressed. 
Some look on this as terrific draw- 
back in their argument with law- 
makers that the industry can’t stand 
further tax hikes. 


>The Texas Drive-In Theater Own- 
ers Assn. is looking at portable serv- 
ice stations again as a means of sup- 
plementing their income. 

At the group’s annual convention in 
Dallas, a portable station “so new it 
hasn’t been tried anywhere yet” was 
previewed. There was a move on to 
put stations in at the outdoor drive-ins 
a couple of years ago, but it didn’t 
catch on. Some believe this model 
may. 


Phillips Petroleum is having pump 
manufacturers look into the eco- 
nomics of designing pump computers 
so the price of the product and the 
tax can be computed separately. The 
idea is to show the motorist specifically 
how much tax he is paying. 
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New economy-price electric pump 
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DELIVERS 
UP TO 12 
" GALLONS 
‘A MINUTE 


Model 57-6 KR-69 
Underground 
Tank 





Model 57-8 
Skid Tank 
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Farms, construction sites, factories, ranches, and estates 
need an electric utility pump with Bennett dependability 
at an economical price —and here it is. The Series 57, 

is a lightweight, portable, easily-installed electric pump 
for a variety of pumping applications. 


Model 57-4 KR-68 
Pedestal 


Bennett engineering has eliminated belts and gears 
to provide a direct-drive pumping unit with a 
minimum of parts, all permanently lubricated. 
The three basic models, pedestal, skid tank, or 
underground tank, each deliver up to 12 

gallons per minute; all have meters, and are 
available with choice of counters. 


The Series 57 pump, meter and motor 
assembly, is Underwriters’ Laboratories- 
approved. Durable red baked-enamel 
finish is weather-resistant. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION + Muskegon, Michigan 
In Canada: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg » Vancouver 





HOW HARD ARE YOU TO CONVINCE? 


Just what would it take to convince you that now’s 


the time to replace your old automatic nozzles? 
How about this? Would you buy a nozzle because it— 


. 


e is lighter, and better e is more rugged, ¢ has scuff guard and 
looking? easier to use? magnetic cap holder? 


=m 


® has more positive e is more reliable, has 


es cs ae i 
e has a full J year e has superior all-round 
shut-off? 


fewer moving parts? guarantee? performance? 


The new Buckeye #100 Automatic Nozzle has 
all these features—and more. Currently con- 
vincing thousands of users—everywhere! 


i ‘ 
For additional details WRI TH < 
Buckeye Iron & Brass Works 
& P. 0. Box 883 Dayton 1, Ohio 


NEW BUCKEYE #100 codon” NOZZLE 
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Rockies 


Successful jobber must 
have dual personality, 
says veteran marketer 


THE JOBBER is a “fascinating 
chap,” and if he’s successful he has a 
“dual personality.” 

That’s the view 
of C. A. Willis, 
an active, enthu- 
siastic observer 
of the oil busi- 
ness, two years 
after his retire- 
ment as director 
of sales for Cities 
Service Oil Co. 
(Del.). His terri- 
tory covered 14 
states in the Mid- 
west. He now 
lives at Littleton, a Denver suburb. 

Willis told the fifth annual manage- 
ment institute sponsored by the Colo- 
rado Petroleum Marketers that “if 
there is one factor that is constant in 
the oil business—it’s change. Things 
are changing all the time.” 

That's why, Willis said, the jobber— 
especially in smaller populated states 
like in the Rockies—must have a dual 
personality. 

“The successful jobber in these 
states is usually ‘the whole works’ in 
his business so far as management 
goes. He’s got to be bold, inspiring, 
adventurous, and promotional. Only 
in those ways can he create a profit. 
The other part of his personality must 
be tough, cautious and analytical. 
He must be that in order not to waste 
profit.” 

Along with those traits, Willis said, 
the jobber must keep records that will 
show him whether his customers are 
profitable. 

“Too often,” he said, “the only 
records a jobber keeps are those dic- 
tated by the banker who has helped 
finance him or the tax collector. 
The jobber thinks those records are 
enough. 

“But the jobber showing a profit is 
the one who knows precisely the 
profit he is making from each cus- 
tomer. Then the jobber knows wheth- 
er he can afford to meet the bid of a 
competitor. Sometimes there are job- 
bers who go broke because they insist 
on selling an account that is unprofit- 
able.” 

Willis, who started in the oil busi- 
ness as a refinery laborer at Ft. 
Worth, Tex., told the institute at the 
University of Colorado that “jobbers 


By Frank Pitman 
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must keep on dreaming of growth 
and then plan to make those dreams 
come true.” 

“Advance planning is not only 
drawing up a budget,” he siad. “You 
must lay out a detailed plan of where 
you are going in the months ahead 
and I don’t mean just setting a goal 
for sales. Who ever thought of a 
streamship starting across the Atlantic 
without a plotted course. Sure there 
may be crosswinds and storms that 
will require adjustments as the ship 
moves along its course. But the cap- 
tain knows where he is headed when 
he starts out.” 

Willis said jobbers should adopt 
some form of profit-sharing. “That is 
the best way for you to let your 
employes share your own dismay at 
failure or your own excitement of 
success.” 


POne trading-stamp company—and 
possibly others—is trying to get 
around Wyoming’s antistamp law by 
redeeming stamps for cash, $2.50 for 
1,500. 

The firm, Gold Bond Stamp Co., 
believes this will be legal under pro- 
visions of Wyoming’s law, which al- 
lows merchants to issue their own 
stamps if redeemable for cash or mer- 
chandise in the store in which they 
are issued. 

J. H. McKee, Gold Bond division 
manager at Denver, said the stamps 
could be redeemed for cash at any 
store giving them. 

Gold Bond’s five merchandise re- 
demption stores in Wyoming will be 
closed soon, McKee said. 

The representative of another trad- 
ing-stamp company said his firm is 
also considering the possibility of in- 
stituting a cash-redemption plan for 
stamps. 

Wyoming’s law banning issuance of 
trading stamps, passed by the 1959 
legislature, went into effect Feb. 23. 
That’s when the state supreme court 
lifted a district-court injunction pre- 
venting enforcement of the ban. Four 
stamp companies had obtained the in- 
junction. 

The Wyoming supreme court has 
ruled and re-affirmed that the 1959 
law is constitutional. 

Bills to repeal the law were intro- 
duced in the state legislature, but are 
virtually dead in the 1961 session. 

The house of representatives reve- 
nue committee gave “do not pass” 
recommendations to three bills which 
would have repealed the ban. 

Proponents of trading stamps were 
seeking to have the bills brought to 
the floor anyway. A two-thirds ma- 
jority would be needed to do so. 


BENNETT 
OIL MERCHANDISER 


Sell the one out of every 
three customers who will 
buy oil when it is offered! 
Put an Oil Merchandiser 
on your island to remind 
customers to check their oil! 
Empty can and drip recep- 
tacle keeps island neat. 
Panel lock ends pilferage. 
Illuminated sign available 
to increase sales impact. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD 
COMPANY LIMITED 
Toronto * Montreal 
Winnipeg * Vancouver 





FIG. 2000 SERIES 
BREATHER VALVE 








ANEW BREATHER VALVE THAT WORKS BETTER, 


OREN LAS SAT BES 


COSTS LESS, OFFERS MORE... 


with easily accessible and interchangeable pallets 


3-in-one valve flexibility ... low-cost conversion 

Varec’s Fig. 2000 Series Breather Valve provides new 
built-in flexibility and efficiency... yet costs less to buy 
and maintain. It offers choice of any one of three pallet 
designs —air cushion, diaphragm, or metal-to-metal. It 
converts, to meet your changing needs, into any of 
these designs without adapter kit... just by replacing 
pallets. The pressure and vacuum pallets of each valve 
are interchangeable, cutting maintenance problems. 


Quick opening covers... fast, easy inspection 
Two separate opening covers permit fast, independent 
access to either the pressure or vacuum pallet. Total 


cover opening averages 5 seconds per valve. The covers 
have no loose parts that can be lost. Replacements for 
air cushion or diaphragm pallets can be made in two 
to three minutes. 


Better design for improved performance 

This new Varec valve is better-built—with many quality 
anodized parts and protective port screens. It weighs 
50% less than older models. Drip rings on pallets keep 
moisture away from seating surfaces, and the hyper- 
bolic design greatly reduces “blow down?’ which results 
in vapor savings. Both air cushion and diaphragm pal- 
lets have inner layers built in for added protection. 


For complete information on the 
Varec Fig. 2000 Series Breather Valve, 


write for Varec Bulletin No. CP-2701, Dept. NPN-1400-2. 


THE VAPOR RECOVERY SYSTEMS COMPANY 
2820 North Alameda Street - Compton, California 


Branches and Representatives in Principal Cities. 
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Midwest 


Jobbers push warehouse 
and terminal to compete 
with major suppliers 


MIDWEST MAJORS may soon find 
sales of products and TBA to a num- 
ber of their jobbers in a five-state 
area shrinking. If they do, it will be 
the work of Jobbers Terminal & 
Warehouse Inc., a Minnesota-based, 
jobber-owned, bulk-buying group. 

Jobbers who are stockholders in 
JT&W say the corporation is their 
way of “remaining competitive” with 
suppliers. In other words, as majors 
continue to take business away from 
jobbers, such as they allegedly do in 
raiding commercial accounts, jobbers 
are going to buy some of the product 
and TBA from other than major 
sources. 

Some of their purchases, such as 
gasoline and fuel oil, will be marketed 
to commercial accounts at prices com- 
petitive with prices majors are offering 
to such accounts. Other products, 
such as TBA, will be sold under 
private-brand labels that belong to 
JT&W. 

JT&W, formed about a year ago, 
is ready to get down to business, say 
its stockholders. It has spent the last 
year getting firmed up; hiring a gen- 
eral manager whose duties, among 
others, will be to contact private- 
brand manufacturers for prices and 
eventually to sign contracts; and look- 
ing for a warehouse. JT&W has 
leased 15,000 sq. ft. of warehouse 
space in St. Paul. 

When it started, JT&W had 17 
stockholders. Today there are 27, who 
are branded and private-brand jobbers 
in Wisconsin, Minnesota, North Da- 
kota, South Dakota, and Iowa. Job- 
bers of most major suppliers are rep- 
resented. 

So far JT&W has signed a contract 
for batteries to be marketed by stock- 
holders under the “Titan” brand 
name. The jobber buying group is 
also working out details with a tire 
manufacturer for its own line of tires. 
It is studying two bids for 1-million 
gal. of No. 1 oil, and five bids for a 
like amount of No. 2 oil, all to be de- 
livered at various points along the 
Great Lakes Pipe Line system. 

But this is only a start. A spokes- 
man says JT&W could sell annually 
56.4-million gal. of gasoline, 90-mil- 
lion gal. of fuel oil, 207,346 Ib. of 
grease, 635,472 gal. of motor oil, 
$2.6-million in tires, $150,000 in bat- 
teries, $87,000 in filters and like acces- 
sories, $87,000 in wheels and rims. 
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NEW SERIES S58 


Opens gm 
Consumer i aon 
Accounts j 


Open more new consumer accounts 
with the new, lower Bennett Fleet Jr., 
now only 40” high. You can now offer Fleet 
Jr. economy to your customers, plus the smart, 
modern compact styling that’s changing the face of the nation’s 
service stations. 
Fleet Jr. sells while it saves — brings convincing economies to 
your customers: 
e Accurate control of fuel costs @ Easier, faster, safer refueling 
e Padlock provision for pilferage protection 
You save, too! Fleet Jr. pumps are inexpensive to service and 
maintain. Working parts are easily accessible for inspection and 
adjustment, while a heavy-gauge steel housing over a sturdy 
welded chassis shrugs off rough handling. 
Build more consumer business with Fleet Jr., the pump that 
gives you less maintenance, gives your customer greater fueling 
economy. See your Bennett representative. 
Fleet Jr. features: 
@ New, lower, fresh styling @ Direct drive rotary vane pump 
e Horizontal register @ Perfect dial readability, regardless of 
vehicle size @ Built-in strainer, built-in check and by-pass valves 


JOHN WOOD COMPANY 





Grey-Rock adds the insurance 
of quality to good workmanship 





























The service station mechanic who 
uses his skill and training to install 
cheap brake linings is wasting his 
valuable time. Worse—he is risk- 
ing permanent loss of a customer. 

Expert installation alone does 
not make a good relining job. It 
takes quality brake linings as well 
—linings that wear slowly and 
evenly, that supply balanced brake 
action and smooth, sure stops 
every time. 

And this describes Grey-Rock 
brake linings to a T. 

To supply all-important bal- 
anced brake action, Grey-Rock 
uses several different types of lin- 


Z 


ing—including woven and molded 
—and combines them into sets 
specially designed for every make 
and model car. The newest Grey- 
Rock development is Copper- 
Woven lining. It dissipates heat 
faster, virtually eliminates fade, 
and gives longer service life. 
Grey-Rock brake linings, prop- 
erly* installed, are a dealer’s best 
insurance against complaints—his 
best way to build a profitable 
business. And satisfied customers 
keep coming back. to ‘boost his 
gallonage. For full details, contact 
Grey-Rock Division of Raybestos- 
Manhattan, Inc., Manheim, Pa. 


| iO AONE a cxseness nicest nner 


Bs SANCED BRAKSETS ¢ TRUCKSETS ¢ BRAKE BLOCKS e VEE-LOK® CLUTCH FACINGS ¢ AUTOMATIC TRANSMISSION PARTS 


You Cand Cay a Caller Crake Lining 1 Save Four Life 





| 
| 
| 
| 
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Southeast 


Phillips jobber throws 
‘million-gallon’ party, 
celebrating record sales 


HUGHES OIL Co., Phillips distribu- 
tor of Daytona Beach, Fla., threw an 
all-day party billed as a “million- 
gallon” _celebra- 
tion. The million 
gallons referred 
not to liquid re- 
freshments served 
at the party, but 
to sales volume 
of petroleum 
products the com- 
pany rang up last 
December. 
Hughes Oil, 
now in its seventh 

By B. E. Barnes year of operation, 
says its million-gallon December 
marks the first time an oil organiza- 
tion has sold a million gallons in one 
month in a territory the size of the 
Hughes marketing area (112 coun- 
ties, centered in Daytona Beach). 

Hughes has 31 stations, three bulk 
plants, and two fuel-oil plants. 

The program for Hughes’ celebra- 
tion originally featured E. H. Lyon, 
Phillips sales vice president, and Stan- 
ley Learned, Phillips executive-com- 
mittee chairman. But the Phillips 
planes were iced-in at Bartlesville, and 
the home-office men were unable to at- 
tend. 

But they made their talks anyway, 
by means of a telephoned conversa- 
tion piped over a loudspeaker system 
at the Hughes party in Daytona 
Beach. 

Dignitaries who did show up at the 
all-day celebration included mayor 
J. O. Eubank, who officially pro- 
claimed the day “Million-Gallon Day” 
in Daytona Beach. 

Speakers were Wendell Jarrard, 
chairman-director of the Florida De- 
velopment Commission; Fred O. 
Dickinson, state senator and chairman 
of the Florida Council of 100; and 
T. E. Gilmore, Phillips Petroleum’s 
division manager for Florida. 

Reid B. Hughes, 34-year-old presi- 
dent of Hughes Oil, started business 
at Daytona Beach in 1954, doing a 
little over 700,000 gal. the first year. 
In 1960 Hughes sold over 8-million 
gal. The record-breaking total that 
sparked the “million-gallon party” 
was last December’s sales total of 
1,329,125 gal. 

Such a big month didn’t happen 
without some hard sell. Hughes hit 
Daytona Beach with a heavy advertis- 
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Hughes Oil Co., Daytona Beach, Fla., sold 1,329,125 gal. of gasoline in December, 
setting some sort of record. President Reid B. Hughes threw a big party attended 
by Phillips and Florida officials (see Southeast). Hughes is congratulated by (left to 
right) Fred O. Dickinson, state senator, Wendell Jarrard, chairman of Florida Devel- 
opment Commission, and T. E. Gilmore, Phillips division manager, Tampa. 


ing schedule, then followed up with 
house-by-house calls to “every home 
in the area.” All Phillips dealers of- 
fered free gifts during the promotion. 
Grand prizes in the drive included 
half-a-million Top Value stamps and a 
Nassau Cruise. 

The Hughes grow-with-Daytona ex- 
pansion program continues this year 
with construction plans for a new, 
2,400-sq. ft. office building. Modern 
touches include a drive-in cashier 
window. 

Hughes also plans several new sta- 
tions for 1961. One will have 250-ft. 
frontage on Highway AIA. It has 
three bays, eight pumps, and an air- 
conditioned waiting room with tele- 
Vision. 

Hughes will also build a two-bay, 
six-pump station in Holly Hill (a com- 
munity just north of Daytona Beach) 
and a combination service station and 
fuel-oil distribution point in the South 
Mainland area of the city. 


Site Oil Co., private-brand chain, 
has started marketing gasoline in 
Georgia. It opened its 161st outlet, a 
nine-pump station in Atlanta (Simpson 
and Gray Sts.), selling Cresyl-brand 
gasolines. 

Site, headquartered in St. Louis, 
Mo., is now marketing in 17 states. 


Palatka, Fla., city commission is 
seeking legislation at the biennial ses- 
sion of the state legislature to impose 
a utility tax on sales of kerosine and 
fuel oil. 


April, 1961 * NATIONAL PETROLEUM NEWS 


Natural gas and propane are al- 
ready taxed there. Extending the tax 
to kerosine and fuel oil would yield 
an additional $10,000 a year. 


>Three Savannah, Ga., men have 
bought General Refinery Co., Savan- 
nah. Stamps attached to the warranty 
deed indicate a purchase price of 
$47,000. 

The three are J. Randall Winburn, 
W. A. Winburn III, and Spencer Con- 
nerat, attorney. 

Winburn, an official of Comet Oil 
Co., will operate the new business. 


Gasoline sales in Florida last year 
registered the lowest percentage gain 
of the past 10 years—4.2%. 

The highest gain in the past decade, 
12%, came in 1955. Since then the 
rates of gain have been declining, 
partly because of larger volume. 

Total sales came to 1,749-million 


gal. last year, excluding military on- | 


base purchases, farm uses, and other 


state-tax-exempt uses totaling about | 


10-million gal. monthly. 


Thirty-two of Florida’s 67 counties | 


chalked up gains larger than the state 
average. 
and Pinellas County (St. Petersburg- 
Clearwater) gained 6%, and Dade 
County (Miami area) gained 5%. 
Some of the smaller counties, with 
much less gallonage, made some strik- 


ing gains. Heading the list were Har- | 


dee County’s 30% and De Soto Coun- 


ty’s 22%. Others gained from 9% to | 


14%. 





Orange County (Orlando) | 


TIREFLATORS 


Eco Tireflators deliver the 
exact pressure required — 
automatically! One-step 
accurate inflation saves 
time, improves service 
standards. Customers ap- 
preciate added tire life 
from precision inflation. 
Wall and pedestal models 
put air where it’s needed. 


JOHN WOOD Rs 


JOHN 


COMPANY 


. 


o 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 
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If you move oil... here is your ticket to bigger profits. This ticket is a printed 
record of the amount of oil or gasoline transferred from one point to an- 
other. Its unique function pays off all along the distribution network... from 
pipe lines to bulk tanks to loading racks to tank trucks to the consumer. 
Tickets like this one are printed by a remarkable Veeder-Root counter used 
by leading meter manufacturers to automatically record liquid flowin tamp- 
erproof form. It’s called the Master Meter Duplicator. Ask your meter sup- 
plier to show you how this counter-printer ends guesswork and waste. How 
it tightens control, nourishes profits. Write for Bulletin 227736. Special 
Products Mer., Veeder-Root Inc., Hartford 2, Conn. count on...Veeder-Root 


Master Meter Duplicator adapts to most makes of 
meters ... prints a ‘“‘sealed in" ticket that shows 

the number of gallons delivered ... gives each 
transfer a serial number... protects your customers, 
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The East THESE ARE A HE PRODUCTS 


Terminal operator hits 
payola to truck drivers, 
offers invoice discount 


PAYOLA at the terminal loading 

racks in one Eastern city is the latest 

discount-type gimmick that one oper- 
ator has found 
necessary to com- 
bat. 

This operator 
feels that if there 
are to be any 
deals, conces- 
sions, or other 
benefits to be de- 
rived, they belong 
to the owner of 
the company do- 

: _ By ing business with 
Cornelius Brodersen = 4 terminal, not to 
truck drivers. 

To fight the payola trend, the ter- 
minal in question has notified its ac- 
counts by letter that it will allow them 
a 30¢-per-invoice discount on No. 2 
oil. “This is in lieu,” it adds, “of 
cigarettes, coffee, flashlights, watches, 
cash tips, food and liquor” it knows 
other terminals are offering in an at- 
tempt to snare business. It adds, “We 
have never subscribed to the theory 
that dispatching trucks for loading 
rests with the drivers, but have felt 
this was a prerogative of manage- 
ment.” 

Apparently the biggest payola grab- 
bers are the drivers of peddlers’ 
trucks. The terminal says it knows 
of one driver who went 10 miles out 
of his way to reload because he got a 
pack of cigarettes every time he 
pulled into the yard. One of its com- 
petitors, it adds, at Christmas time 
offered drivers a choice of turkey or 
whisky. 

All this, says the terminal company, 
deprives the owner of the trucks of 
the benefit of convenient locations with 
fast loading and quick turnaround. 

As in the case with most offers of 

remiums and gifts, the start was — 
“a At first, free coffee was offered. STAN DARD FOR COM PARISON 
Then payola came. ; , 

And strangely enough, the terminal In every industry there is one company that sets the pace— 
company says it has limited success whose products are the standard to which all others strive. 
with its antipayola campaign. Appar- Each product carrying the Bennett nameplate is designed 


ently some owners still prefer to let : : PERSE AMES 
; a for the industry it serves. 
drivers select the places at which they and produced to set the st ndard for the snc deadlamarss 


will reload. 


Pennsylvania started to collect 2¢ JOHN WOoOoD COMPANY 


gal. more in state fuel taxes Apr. 1, 
and oil men are still angry over the BENNETT PUMP DIVISION 


way the tax hike was handled. Muskegon, Michigan 
The increase is expected to net 
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/s crush-resistant, 
gives long, safe 
service 


You get fast delivery 
from local stocks 


Gates Distributors, 
located in all parts 

of the country, have 
large stocks of 

by major oil companies .. . many are using it as a standard for specifica- petroleum hose on 
hand, backed by Gates 
servicing warehouses 
It is constructed throughout to be safe and easy to use and to give ex- in every major 
industrial center. 

Call your nearby 
Gates Distributor when 
you need hose 


Operators prefer this hose for these reasons: ane ted. 


New spring wire inserts prevent collapse or kinking at coupling and noz- 
zle... combine advantages of both soft-wall and hard-wall constructions. 


Gates new 24B Soft-Wall Curb Pump Hose has been tested and approved 
tions. They report that they get fewer returns of this hose due to damage. 


ceptionally long service life on retracting-cable pumps. 


A Gates Hose for any 
2 The soft-wall construction is extremely resistant to damage by crushing petroleum marketing 
when run over by an automobile... greatly increasing service life. need is quickly 
3 It is highly flexible... handy to use. available from your 
local Gates Distributor 


4 Dangerous split-type failures are prevented by the strong carcass, 
braided of tightly-woven, high-tensile cords... assuring safety in use. 
5 It eliminates torque wind-up from twisting ...is easy to handle. 
G It is light in weight... reduces operator fatigue. 
The Gates Rubber Company, Denver, Colorado 


BP26 


Building the Suite, 


Gates Petroleum Hose ae 
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$74-million annually. Oil men argue 
the state couldn’t begin to spend that 
sum in a year. 

Oil men contend, too, that the pub- 
lic hearing was a sham. “We got two 
days to prepare our case, then only 
two hours to present it,” says one. 


The West 


Jobber-supplier plan 
helps place 3,954 oil 


burners in new homes 


THE WEST COAST equipment cost- 
equalization program, designed to put 
more oil-heat units into new homes 
(NPN—Oct. ’60, p83), placed 3,954 
oil burners in its first seven months, 
June 1 through Dec. 31. 

Supported by heating-oil jobbers 
and suppliers, the cooperative pro- 
gram placed these units in Oil Heat 
Institute chapter areas covering Wash- 
ington, Oregon, northern Nevada, and 
Inland Empire (Spokane area). 

Of these burners, 1,417 were con- 
versions from gas and electric heat, 
1,268 were installed in custom-built 
or individually built homes, and 1,269 
were installed in development or spec- 
ulative homes. 

Most were installed in Washington 
(2,105), second most in Oregon 
(1,463). 

Suppliers contributed $305,135.23, 
matched in money or services by 
participating heating-oil jobbers. 


PA bill to require cash redemption 
of trading stamps has been introduced 
in the Oregon legislature. 

Under the measure, each stamp 
would carry the redemption value, 
and trading-stamp companies would 
be licensed and regulated by the 
state corporation commissioner. 

Among retail groups backing the 
measure is the Oregon Gasoline Deal- 
ers Assn. 


> Oil heat is preferred by a big major- 
ity among new homeowners in the 
service area of Seattle City Light Co., 
which includes areas north and south 
of the downtown section. Gas is the 
second choice fuel. 

When it comes to space heating 
apartment units, electric heat takes the 
lead, with gas second and oil third. 

Some 1,529 new homes built last 
year use oil, 397 use gas, and 278 use 
electric heat. 

The municipally owned utility says 
it has more than 20,000 electric 
space-heating accounts on its lines. 
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Intermountain 


Jobber groups of six 
Western states attend 


FOR YEARS some Western oil mar- | 


keters have been talking about organ- 
izing a jobber association to represent 
all Western states. This year a joint 
meeting of six states was held in Las 
Vegas. 

Turnout was good, although a long 
way from the kind needed to estab- 
lished a solid Western association. 
About 320 people registered. 

Organizations participating were In- 
termountain Oil Marketers Assn. (host 
group, representing jobbers in Utah, 
Idaho, and Nevada), California Petro- 
leum Marketers Council, Oregon Gas- 
oline Jobbers Assn., and Washington 
Oil Marketers Assn. 

The Colorado Petroleum Marketers 
Assn. was billed as a participant, but 
didn’t attend finally, although some 
Colorado marketers were there. Some 
from Arizona, Montana, and Wyo- 
ming came, too. 

Another joint meeting is set up for 
next year, again in Las Vegas. The In- 
termountain group scheduled its next 
convention there, so the Pacific Oil 
Conference (California, Oregon, and 
Washington) decided to attend, too. 

Nothing is definite about what other 
associations might attend, but there 
are hopes. Colorado and New Mexico 
are considered possibilities, and per- 
haps Arizona, where an association is 
being organized. 

Biggest business meeting of this 
year’s get-together was California’s, 
with 21 jobber members on hand. 

CPMC decided to fight the practice 
of giving trading stamps on the tax 
part of gasoline price, and to try to 
get the same $8.50 trading-stamp price 
groceries pay, instead of the $11.50 
gasoline men pay. 

CPMC also decided to press the 
state legislature to let jobbers pay the 
state tax at time of sale rather than 
at time of purchase. 

In a discussion, members criticized 
suppliers (one mentioned Tidewater) 
for granting to haulers prices equal to 
those granted jobbers. CPMC’s staff is 
going to try to get evidence of “in- 
stances, discrimination, bypassing.” 

G. A. (Gap) Powell was re-elected 
president, Herb Richards elected presi- 
dent of the National Oil Jobbers 
Council division. 

Intermountain jobbers went on rec- 


ord against trading stamps, against | 


divorcement of production and refin- 


ing from marketing, and against diver- | 


sion of highway taxes. 


GAS PUMPING PROBLEM, 


SOLVES = 
IT 


RAM permits maxi- 
mum flexibility in 
multi-island layout, 
with minimum initial 
installation cost. One 
unit operates as many 
as eight dispensers 
simultaneously, with 
flow as fast as a car 
tank can take it. 


On the rare occasion that the RAM 
system needs attention, Bennett’s ex- 
tractable head and instant electrical 
disconnect permits the entire below- 
surface system to be lifted out as a 
complete unit in minutes. You get 
Bennett durability all the way. 


Submerged in the storage tank, RAM 
pumping units keep the system under 
pressure. There’s no chance of vapor 
lock, even with most highly volatile 
fuels available now or in the future. 


RAM submerged pumps have greater 
capacity at the dispenser nozzle than 
any similar unit 


Two sizes for all needs: ¥3 horsepower 
4-stage RAM for top performance 
from up to three dispensers on one 
pumping unit. 


% horsepower 4-stage RAM exceeds 
gallonage requirements for busiest 
super service station. 


Write or see your 
Bennett representative 
for more information. 





... with Morrison 


Protect your investment — avoid the tragic losses due to fire — demand Morrison tested 
emergency and escapement valves for all bulk storage tanks in your business. 


THERE IS A REASON WHY the Morrison valves shown here are fast becoming standard for the industry. 
As excessive pressures build up within tanks the top section of Morrison Escapement Valves lift off the seat... 
escaping vapors are directed outward from the escapement valve in a horizontal plane. Vapors are not 
directed downward to add additional heat to the already strained roof of the tank. Important features like 
this are causing more and more to turn to Morrison . . . Oil Equipment Headquarters. 


EMERGENCY VALVES — for use in every 
above-the-ground bulk storage tank. Easily 
installed from outside the tank, yet the 
disc, seat and all closing mechanism is 
inside the tank. Please refer to catalog 


for the size you need. Order Figure 272. 





ESCAPEMENT VALVES-—for bulk station 
safety and economy. Relieve excessive 
pressure due to abnormal conditions. 
Figure 244, above, is for relief of pres- 
sure only—To be used in conjunction with 
a Figure 548 pressure-vacuum vent. Avail- 
able in 8 and 16 ounce pressure. 


For Safety’s Sake — Specify Morrison Vents 


MORRISON BROS. CO. 





COMBINATION escapement valve, shown 
above, provides both pressure and vacuum 
relief, under emergency conditions. Figure 
548 pressure-vacuum vent should be used 
with this valve. Available in 8-16-32 ounce 
pressure with 1 ounce vacuum. 


OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 
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Missouri 


Lowest state ‘gas’ tax 
in U.S.—but how long? 


THE MISSOURI state gasoline tax 
is the hottest issue in the state for oil 
marketers—majors, independent dis- 
tributors, and dealers. It was the lead- 
ing topic during the recent meeting 
of the Missouri Oil Jobbers Assn. in 
Kansas City. 

Missouri has the lowest state gaso- 
line tax in the nation. This calls at- 
tention to the tax rate, and also brings 
a certain amount of business. Mar- 
keters long resisted efforts to raise 
the tax, arguing that the cost of gaso- 
line is high enough already. 

But now they’re willing to go along 
with a tax hike—IF ... . And the 
“if” calls for a lot of hard work, 
strategy, and politics if the marketers 
are going to protect their position. 

At one time only a few towns had 
local taxes. Now more than 100 lo- 
calities have them, and ultimately 
most others may. This situation causes 
much disparity in retail gasoline prices 
and is blamed for many of the price 
wars which have plagued the Missouri 
market for years. 

The Missouri jobbers agreed to sup- 
port a “gas” tax increase IF (1) 
there’s a provision that all local taxes 
would be eliminated, (2) part of the 
increase will be shared with cities 
and counties, and (3) the issue goes 
to the people in a referendum. They 
hoped Gov. John Dalton would go 
for this. 

But Dalton threw them a curve. 
Just after their meeting ended, he 
asked legislators for a flat 2¢ increase 
without any provisos. Later on they 
could do something about local taxes, 
he suggested, but not now because 
the state urgently needs funds for its 
highway program. 

It was left that the jobbers would 
urge their mayors, bankers, news- 
papers editors, and other influential 
citizens to contact state legislators 
and ask that no gasoline-tax increase 
be authorized unless the three stipula- 
tions be included. 

Another topic of great interest was 
the removal of price protection, pub- 
licized through Phillips pricing plan 
(page 112). While the Phillips plan 
goes beyond elimination of dealer 
subsidies, this is the aspect that ap- 
peals to jobbers. 

In the corridors, equipment sales- 
men said the year started slowly, but 
they claimed there was a lot cooking. 

A strong program was arranged by 
Bob Hadlick, executive vice president. 


Associations 


Robert M. Barr, Jet-Heet Inc. sales 
manager, told about fuel-oil oppor- 
tunities. “The Jobber of Tomorrow” 
was the subject of a panel discussion 
featuring Lon Kump, Conoco, mod- 
erator; E. J. Connable, Mobil jobber, 
Memphis (see NPN—Oct. ’60, p122); 
James Campbell, Shell jobber, Frank- 
fort, Ky., and Robert M. Talmadge, 
Dealers Service Co., Nashville, Tenn. 

Long known as the Missouri Petro- 
leum Assn., members changed the 


name to Missouri Oil Jobbers Assn., | 


more descriptive. 


lowa 


Jobbers set up study 
group on area pricing 


IOWA JOBBERS had three things on 
their minds during their annual meet- 
ing this year: price protection, the 
recession, and a pesky state bill. 

Most jobbers talked about the new 
pricing plans of Phillips and Ameri- 
can Oil—mainly about the elimination 
of price protection. The jobbers like 
the idea of getting rid of dealer sub- 
sidies, but they weren’t sure whether 
the new area-pricing concept was 
good for them or not. They had 
heard that some jobbers lost a few 
points from their margin. 

Rather than try to take a position 
on this, the Iowa Independent Oil 
Jobbers Assn. formed a market-trends 
study committee to develop solid in- 
formation “before we start raising 
any hell.” The study group will check 
on inventory levels before and after 
the dealer tank-wagon changes, and 
will analyze areas where the plans 
have been tried in the Midwest. 

The jobbers reported the recession 
has made it tough on collections, 
especially in the rural areas where 
farmer customers seem to be suffer- 
ing. Today only 40% of the farmers 
pay income tax while about 60% of 
labor do, they commented. Two years 
ago 60% to 65% of the farmers were 
paying income tax. 

The new legislative problem is a 
proposed law which stipulates that 
county assessments be based on gross 
sales and gross profits. This would re- 
sult in a county income tax instead 
of an inventory-property tax, say the 
Iowa jobbers who oppose it. 

As usual, Lyle Munson, executive 
secretary, put on a good program. 
Highlight was a talk called “Fun with 
Fundamentals” by Chris Faye, assist- 
ant manager of Martin Oil Co., DX 
jobber in Mankato, Minn. The turn- 
out was large—more than 1,000. 
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IDEAL FOR 
LIMITED 
TRANSFER 


ITIL LS 
° 


BENNETT 
10086 
TRANSFER PUMP 


Sturdy, safe, efficient, this 
Bennett 1008G Transfer Pump 
is ideal for most limited petro- 
leum transfer. All-metal built, 
with automotive, piston-type 
rings, it takes roughest han- 
dling, under severest conditions. 
Easy lever action delivers 10 
gallons a minute, about a quart 
per stroke. Self-priming. No 
foot valve required. Vacuum 
breaker permits complete drain- 
age, prevents siphoning. Fur- 
nished with an 8’ hose and tele- 
scoping intake pipe. 





What They’re Saying 


About percentage depletion vs. tax revenues... 
expanding petroleum demand . . . removal of all 
restrictions on residual-fuel imports 


(¢ I feel confi- 
dent that any fair 
study will show 
that percentage 
depletion is direct- 
ly responsible for 
this country’s hav- 
ing an adequate 
supply of low-cost 
energy. I feel 
equally confident 
that such a study 
will show that the 
oil industry generates, and bears the 
burden of, more than its fair share of 
the state and federal tax revenues of 
our country. Its tax burdens should 
therefore be decreased rather than in- 
creased.” Augustus C. Long, chair- 
man, Texaco Inc. 


6¢ The matter of consumer-contract 
bids indicates some companies still 
have the volume virus troubling them, 
despite what we hear from top man- 
agement of integrated companies who 
have been preaching and advocating 
profit rather than volume.” Marion 
E. Strain, executive secretary, Colo- 
rado Petroleum Marketers Assn. 


(¢ There should be a specified mar- 
gin and_a stop-out clause in all jobber 
contracts.” R. E. (Dick) Coe, Shell 
jobber, Cynthiana, Ky. 


«¢ We must ex- 
pand the demand 
into each possible 
point of use. We 
must get into 
every dwelling. 
Find every defec- 
tive oil stove and 
replace it with a 
safe, central, au- 
tomatic system. 
We must reach all 
individuals who 
own vehicles and convince them that 
it pays to change oil. The possibilities 
in working our territories carefully 
and thoroughly are enormous. The big 
rewards will go to the local marketer, 
jobber, or dealer who does the most 
diligent work in encouraging the use 
of petroleum.” L. T. White, vice presi- 
dent, Cities Service Co. 


34 


(¢ The total removal of all restric- 
tions on the importation of residual 
fuels is the unalterable view of Empire 
State Petroleum Assn. The problems 


and costs of heating many apartment | 


houses, public buildings, offices, and 
industrial concerns using residual fuels 
would be reduced if restrictions on 
imports were totally removed.” 


Charles A. Lockard, secretary, Em- | 


pire State Petroleum Assn. 


¢¢ Make the quo- 


ta profitably, or | 
else it won’t mat- | 


ter that you made 

the quota at all. 

... You know the 

story of the man 

who took a five- 

cent loss on every 

item he sold, but 

' counted on large 

_ turnover to keep 

Miller him in business. 

There are too many people who are 

actually following that practice with- 

out ever realizing they’re doing it.” 

W. H. Miller, marketing vice presi- 

dent, American Oil Co. (For more on 
Miller, see p. 38) 


(¢ The products of your company 
are no better than the type of sales- 
men doing the selling. . . . This 
industry needs hard-hitting prewar 
salesmanship.” Clarence F. Niessen, 
merchandising manager, DX Sunray. 


¢¢ Both suppliers and distributors live 
in an apprehensive hell that someday 
the Congress will strengthen the Rob- 
inson-Patman Act with an HR or S11 
amendment making it utterly unsafe to 
have wholesale and retail distribution, 
and a crime to deal in anything but 
price uniformity. What with the Rus- 
sians threatening our foreign prestige 
with a most aggressive economic war, 
you'd think the oil industry’s suppliers 
would be in the forefront urging the 
ditching of the Blue Eagle NRA type 
of price umbrella, yet the only voices 
I hear urging a return to hard compe- 
tition and a true dynamics of pricing, 
are raised among the distributors.” 
G. A. (Gap) Powell, president, Cali- 
fornia Petroleum Marketers Council 














Dollars 
and Sense... 
why it pays 
to build the best 
service station 


LUSTERLITE Service Stations 
sometimes cost more than other con- 
struction—but you get direct cash 
returns on this additional investment. 
Here’s how you figure it: 


1+ Assume your LUSTERLITE 
Station will cost approximately 
$2500 more. 


You write this $2500 off over 
25 years—charging off $100 per 
year. Of this amount, you 
actually save 52% in federal 
corporate income tax...or $52 
per year. 
In addition, you should save 
$400-600 a year in normal 
painting expense. If this saving 
is only $400, it increases your 
earnings (before taxes) by that 
amount —a net increase in profit 
(after taxes) of $192. 

4 + Net savings: $52 plus $192, or 
$244 per year. 


In other words, you get your addi- 
tional investment back in 1014 years, 
and in the remaining 1434 years you 
save an additional $3600—a total 
return of $6100 for that additional 


_— And don’t overlook this: 
LUSTERLITE gives you clean, mod- 
ern appearance that attracts custom- 
ers and dealers...a lifetime finish in 
your own colors, in various textures... 
all-steel constructjon for strength, 
permanence and non-combustibility 
...shortest construction time, to put 
you in business faster. 


Get LUSTERLITE's price for your 
building. Then check these figures 
against your own costs. You’ll see 
that your investment dollars do make 
good business sense... when you 


oo” LUSTERLITE 
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AT LOWER COST... 


Look at your buildings from your customer’s point of view. You'll 
agree...smart appearance attracts business. 

Then look at costs—especially growing costs of painting main- 
tenance. Here you'll find important saving opportunities in 
LUSTERLITE Porcelain Enameled Steel Service Stations, which 
never need painting...plus increased income from increased cus- 
tomer traffic. 

From both points of view—your customer’s and your own-—you'll 
discover it makes good sense to 


See 


= oP ANSTENUTE 


PORCELAIN ENAMELED STEEL SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 





“Business up 12% since 
started a Pepsi case-sale 
service for my customers!” 


(says Marcel St. Cricq, 4691 Gulf Freeway, Houston, Texas) 


“Total pee re began coining the day | put in my Pepsi 
service... and it hasn't stopped yet. Gas sales are up... 
T.B.A. purchases and service are up...and now I’m making 
soft drink profits too! Take it from me, if you want more 
traffic... higher profits...and return customers ,a™n 

put in a Pepsi case-sale service.” Order your $3@ Me 


case display now. Just call your Pepsi-Cola bottler! | 


““PEPSI-COLA'’ AND 'PEPSI'’ ARE TRADEMARKS OF PEPSI-COLA COMPANY. REG. U. S. PAT. OFF. = * 
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TEST SPARK PLUGS 


IN ONLY 10 SECONDS 


WITH LINCOLN Quick-Check 


Lincoln’s new Quick-Check instruments give you an 
electronic method of engine analysis that’s fast, 
economical and practically foolproof. The entire 
test takes less than three minutes and the cost of 
the instruments is a fraction that of conventional 
testing equipment. Here is the Quick-Check 10- 


second test for spark plugs: Set knob of Ignition 


Tester instrument to IGNITION RESERVE, and 
DWELL-TACH instrument at 250-650 rpm. Adjust 
idle screw until needle reads 425-450 rpm and turn 
off DWELL-TACH. Now you're ready to test. 
Open throttle suddenly to accelerate engine. Repeat 
two or three times and watch needle movement in 
the bottom band (Ignition Reserve) of the Ignition 
Tester dial. If the needle stays in the green band, 
plugs and wiring are OK. If the needle moves out 
of the green band, it indicates worn spark plugs or 
faulty secondary wiring (including corroded or miss- 
ing wire terminals). 


Worn plugs are the cause of trouble in 90 per cent 
of the tests. In the cases where TVRS wiring 
(Television-Radio Suppressor) is faulty, you can 
find the trouble without first servicing spark plugs. 
The Quick-Check manual shows how you can quick- 
ly run the secondary current test to check wiring. 


A6105 


Quick-Check: Lincoln T.M. Reg. U.S. Pat. Off. 


ENGINEERING COMPANY 


DIVISION OF THE McNEIL MACHINE & ENGINEERING CO. 
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With Quick-Check instruments you read all tests 
directly from color-coded dials—no need for guess- 
ing, no chance of misinterpreting results. 
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The Quick-Check instruments also give fast, accurate readings on 
Points condition and spacing 
Coil, distributor cap and rotor (ignition output) 
Distributor wires (secondary current) 
Carburetor (idle speed and mixture adjustment) 
Cylinder efficiency 


It’s the fastest, most dependable, low-cost method 
of engine analysis on the market today. 


INSTRUCTION MANUAL 


With each set of Lincoln Quick- 
Check Instruments, you get an 
easy-to-follow illustrated in- 
struction manual that shows 
you how to spot engine troubles 
quickly. With this material you 
can perform the Quick-Check 
engine analysis without special 
training. 


; ae ENGINEERING COMPANY 
4010 Goodfellow Bivd., St. Louis 20, Mo., Dept. NP-3 


Please send me complete information and prices on your 
Quick-Check instruments for reliable, low-cost engine analysis. 


Name 
Canpeny— 


AGG 
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New Man in National Marketing 


He's William H. Miller, marketing vice pres ident of the newest 
national oil company—American Oil. Since Jan. 1, Miller has 
been running the consolidated sales operations of Standard Oil 
(Indiana), American Oil Co. and Utah Oil Refining Co. On size 
alone, that gives him one of the five biggest jobs in oil marketing. 


A longtime Standard of Indiana man, Miller is well known in 
the Midwest, not so familiar in other regions. To get to know him 
—and his ideas, problems and objectives—NPN obtained this 


exclusive interview. 


Casually and conversationally, Miller talks about the new 
American Oil, how he runs his marketing team, how he looks at 
jobbers, dealers, private branders—and what he sees ahead. 
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WILLIAM MILLER, 54, marketing vice president 
of American Oil Co., started out as a service- 
station attendant during the depression. “I was 
about as anxious to be a service-station operator 
as I was to be lynched,” says Miller. But, he adds, 
he’s been “humbly grateful” ever since. It turned 
out to be the first step to his present eminence. 

Forthright and articulate, Miller is not too well- 
known outside of Midwest marketing circles. But 
the recent consolidation of American Oil, Indiana 
Standard, and Utah Oil Refining gives him nation- 
wide authority in oil marketing. 

Miller was born and brought up in the Missis- 
sippi River town of Elvaston, Ill. After gradua- 
tion from Parsons College in Fairfield, Iowa, in 
1928, he taught high school and coached, work- 
ing in the summer as a clerk at Indiana Standard. 

He left teaching after a year, and worked as an 
attendant in a Keokuk, Iowa, service station for 
four years during the depression. Then he started 
his rapid rise in the Indiana Standard family. 

By 1937 he was sales manager of the company’s 
division office at Quincy, IIl., and two years later 
was transferred to the Chicago office as a sales 
promoter. 

After a brief stint as manager of the Mason 
City, Iowa, division, he returned to the Chicago 
general office as assistant general manager of 
sales for the central division. 

In 1950 he moved up as assistant general man- 
ager of reseller sales, in 1954 he took over as 


assistant general manager of sales promotion and 
advertising, and three years later he became assist- 
ant general manager of marketing. 

He was appointed general manager of sales and 
elected a director in 1959, and became American 
Oil marketing vice president in December, 1960. 

Mil‘er, 6-foot-3, played semipro basketball for 
a while. He sticks to golf now, shooting in the 
low 90s. 

He’s married to the former Teresa Cooper, 
whom he met when he operated the Keokuk, 
lowa, service station. They have two daughters, 
Martha Ann, who’s a freshman at De Pauw, 
and Sarah, who’s in junior high school. Around his 
home in Park Ridge, Ill., Miller does a great deal 
of carpentry work (he built a family playroom in 
his basement). 

Miller is a member of the Chicago Executive 
Club, American Petroleum Institute, Chicago 
Assn. of Commerce and Industry, and the Park 
Ridge country club. 


Talks About His Business 


Q. Mr. Miller, what about your personal market- 
ing philosophy? Does it differ from past prac- 
tices of your company? 


A. Well, I am going to use the word “we,” because that 
is the way we want to operate in the future, as a team of 
the marketing group of the American Oil Co. We have a 
philosophy which is divided into four parts. 

The first is our attitude toward the customer. As we see 
it, the customer comes first, last and always. If you can’t 
serve that customer’s needs at a profit, then you are no 
longer in business, and so we try to customer-orient all of 
our sales programs and marketing philosophies. 

Second is our attitude towards company people. We try 
to promote from within . . . Our philosophy on people is 
to try to hire good young men, and try to start them in at 
some position which gives them basic knowledge of our 
business, such as in the service station or tank-wagon, or 
warehouse or office. 

Then we try to rotate these people to give them all the 
experience we can, so that they learn by work and experi- 
ience, and not necessarily out of prepared materials. 

Then when they have had enough training in that phase, 
we try to switch them around to give them experience in 
each phase of our business until they are ready for super- 
visory work, and can perform properly. They know then 
what it takes to make money, they know what it takes to 
reduce cost. 
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Then we come to the third part of our philosophy, which 
has to do with decentralization of responsibilities and au- 
thorities. 

If you don’t have people trained properly, it is difficult 
to decentralize. But one man can’t run the show. You have 
to have good, smart men at your regional office and dis- 
trict office levels, and we now have 13 regions and 76 
districts. Your regional and district managements have to 
be smart, customer-oriented, profit-minded people, in order 
to make decentralization work. 

Just one guy in the market that is not profit-minded can 
ruin a whole market. That can be any oil company’s man, 
or any group of people. So we are trying our very best to 
train our people to be profit-minded. 

We definitely don’t think we are doing as well as we 
would like to do in this training of people and in decen- 
tralization of authorities and responsibilities. We wish all 
our competitors were doing as well as we would like to do. 
If we were all on the ball on these matters of customer- 
orientation, and reducing costs, and making profits, it 
would be better for all of us. 

The fourth point of our philosophy, which I think is 
very important, concerns the marketing concept. As simply 
as I can state it, it means getting manufacturing and dis- 
tribution and research and accounting, as well as sales, all 
thinking about the customer. 


In other words, everything they do should be designed 


39 





(Begins on page 38) 
to satisfy the customer at a fair price and at a profit. 

Sales management has to have the support and the help 
of top management in any company. 

There is only one way they can get that, and that is to 
keep top management completely informed at all times 
so that they understand marketing problems, and so that 
they can be of help. 

Now, in any company, top management is composed 
of a combination of maybe financial, legal, refining, pro- 
duction, research, and marketing people. It is a rare thing, 
indeed, when you find all marketing people running a com- 
pany. 


Q. Yes, practically unknown. 


A. So it is not up to the top management to ask the mar- 
keting people what their problems are, “What can we do 
to help you?” It is up to the marketing people to keep top 
management informed as to what their problems are and 
to tell top management how they can help. There is noth- 
ing new about this, except that most marketing people just 
assume that the chemist who sits on the board, the elec- 
trical engineer who sits on the board, the CPA who sits on 
the board, the lawyer who sits on the board, know all 
about marketing problems. 

So when the marketing man takes a proposition or a 
problem or an appropriation to the board, sometimes he 
doesn’t go into enough detail to explain to the people how 
they can help him. 

Thus our marketing philosophy boils down to four parts 
again: 

First, you have got to be customer-oriented; you have 
got to give the customer what he wants at a price you can 
make a profit on. 

Second, you have to have the right kind of people in 
your organization. 

Third, when you have got the right kind of people, then 
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you can decentralize, and operate like a local company. 
You can’t do it otherwise. 

Fourth, you have got to have management on your 
team, or you are in a bad way; that is as simple as that. 


Q. What are some of the problems in carrying 
such a program out? 


A. Procrastination, failure to always keep it in mind. The 
worst thing about marketing people is they just assume all 
the time that all these things are being done, and they are 
not being done. 


Q. In view of the size and scope your organiza- 
tion is going to have, it may take some time 
to get everybody in action carrying out this 
policy? 


A. Well, sure, that’s right, but we have already had con- 
siderable contact with all this new management group that 
is going to join this team. This is not a new philosophy to 
them. 


Q. Mr. Miller, how do you feel about the indus- 
try’s so-called dealer problem? 


A. Well, we feel there has probably been far too much 
conversation about the problems dealers have, and not 
enough about the opportunities in the business. 

We were the first company to start with a dealer advi- 
sory council. We have had our dealers in here to talk to 
us about our credit card program, how we could reduce 
our costs, the use of imprinting machines, and so on. 

The first day we put them in a room by themselves, ask 
them to elect a secretary, or chairman, and then to make 
up their own agenda. That takes about a day. Then on the 
second day we start in with their agenda, and we stay 
there until we are through talking. 

It may be one day, it may be two days, it may be three 
days; and then when the dealers have finished with their 
agenda, we take up our agenda, and in all the years we 
have been holding these meetings, we have never had more 
than three subjects on our agenda that those dealers hadn’t 
already talked about, believe it or not. 

Now we have adopted more than 100 suggestions made 
by our dealer advisory councils for change in policy, or 
leasing, or change in credit terms, or changes in discount 
policies, or product quality improvement. . . 

It is an amazing thing, these dealers have told us on 
many, many occasions what our shortcomings were in the 
selection of dealers, because they have a feeling that when- 
ever we don’t select a good dealer and develop a good 
dealer, it is harmful to the rest of the dealers. 

Some of our regional management took a dim view of 
these meetings, because we didn’t invite them to attend. 
However, it worked so well for us that we asked the re- 
gions to start developing advisory councils of their own, 
and that has been done now, and we are now on the dem- 
ocratic basis that the men coming in here are elected or 
selected by the dealers in each region. We believe you 
could call them true representatives of all the dealers out 
there. 


Qa. I see. 


A. I am not minimizing the problems. There are lots of 
big problems in the service-station end of our business. 
Anybody that said there weren’t would be foolish. But the 
problems are solvable by the industry .. . 
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Q. In your view, that kind of approach is more 
important than questions of whether there are 
too many stations and the status of dealer 
margins? 


A. Yes, but let me go ahead now: I think that dealer mar- 
gins are very important. I think that the number of stations 
is very important. Take the number of stations, for exam- 
ple. I think the industry in general is familiar with the ex- 
periments that we are running in Vincennes, Ind., Fair- 
field, Iowa, and Mattoon, III. 

Now, back in the 1930’s when I went to work for this 
company in a service station in Keokuk, Iowa, I was there 
when the A&P Company had several neighborhood gro- 
cery stores in this town—at that time about 15,000. Sev- 
eral of the managers of these stores who operated on salary 
and commission were my customers. I knew a lot of the 
business people and the laborers and the white-collar people 
in town. 

It created quite a furor when A&P decided to build one 
centralized store and close all their neighborhood stores. 
And I can recall the managers of the A&P neighborhood 
stores saying that this would never work. 

I can remember my father and mother who lived across 
the river in Illinois, a little town over there, Elvaston, feel- 
ing quite guilty about the fact that they were going to the 
A&P store to trade, because they were taking business 
away from the Campbell Brothers in our home town. But 
the facts were that every time they went over there Satur- 
day night to buy a week, or two weeks’ supply of grocer- 
ies, they saved several dollars, so they continued the prac- 
tice. 

Well now, this is the law of supply and demand. So 
what’s happened in Keokuk, and my home town, Elvaston, 
and other thousands of towns just like it since the 1930's, 
when the chain supermarkets began to come in? 

The local independent businessman in the town, the meat 
markets and the neighborhood grocery stores, have fallen 
by the wayside, except in rare instances where the inde- 
pendent merchant has something to offer in the way of 
delivery service, or extra service, or credit, or something 
that the supermarket does not offer. 

Now I am not saying that it is going to happen in the 


Exclusive Interview 





oil business, but the customer controls the dealers’ margin, 
the jobbers’ margin, and the number of service stations. 


Q. In other words, if customers didn’t patronize 
all the stations, they wouldn't be built? 


A. That’s right, they would fold up of necessity, for lack 
of support. Now, from a selfish standpoint, I think there 
are too many competitive stations and not enough of ours, 
see what I mean? 


Q. But if the public sees fit to support them, that’s 
how many we will have? 


A. I think we are going to learn a lot from the Vincennes 
experiment. I think it will create fewer service stations; I 
think over the long run there will be bigger service stations, 
bigger-volume service stations, and dealers will be making 
more money. But this all depends on whether the customer 
buys this idea of ours. 

I don’t think there is enough conversation in our indus- 
try about the customers’ desires and wants, and that sort 
of thing. 


Q. Well, that leads very naturally into the help 
problem. Do you have any idea what can be 
done about it? 


A. I think these distributive education courses are feeding 
in a very small number of people into the oil industry serv- 
ice stations. I think it could do more if the industry in gen- 
eral would . . . encourage the high schools to do more in 
this distributive education. 

You take your big department stores here in Chicago 
and in New York, all your metropolitan stores, they use 
this far more than the oil industry. Marshall Field’s, Car- 
son Pirie Scott, Sears and Wards—those people. 


Q. Would it attract more interested young people 
if there were more talk about the opportuni- 
ties? 


A, I think it would, yes sir; that’s why I think the high- 
school level is so important to this distributive education. 
J think it puts it in a new light, the so-called retailer or re- 
seller end of our business. I don’t think there are enough 
people that are proud of their profession in this business. 


Q. What about insurance and pension programs 
for dealers? They are somewhat more com- 
mon today. 


A. Yes, I am in hopes that the API can come up with 
some suggestions on which they are now working. It is a 
fairly new activity, and of course, the laws have not en- 
couraged this sort of thing. We have encouraged our deal- 
ers to develop, and we have assisted them in developing, a 
life-insurance program for themselves and their helpers, 
and this also is applicable to our jobbers. 


Q. You mean on a group basis? 


A. On a group basis, where they have a group of trustees 
and the insurance company makes this available to them. 

Now, the results have been discouraging to us. In other 
words, the insurance company has not had the participa- 
tion that we thought they would have. We don’t understand 
it, because the insurance is reasonable, in fact it is very 
cheap. 

We have made a careful study of how many people had 
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insurance, and if they would be interested; and the replies 
were so unanimous that they would like to have a program 
of this kind, we just don’t understand the results. 


Q. What is the status of the API reward system? 
How will that help dealers? 


A. Well, that is now under an experimental test, as you 
know, in the state of Michigan, and they have had three 
murders up there and a number of burglaries and robber- 
ies. 

All I can say about it is that the word I have had from 
the industry in Michigan is that they are encoureged and 
hopeful that the thing will work out satisfactorily. 

Now, the obvious thing that will come from this, if it 
is successful, and it can be spread nation-wide, is that if 
the pattern follows that of Western Union and of Bell 
Telephone Company, word will pass from criminal to crim- 
inal, primarily in our penal institutions, that a service sta- 
tion is a very poor thing to rob. When we were exploring 
this thing, Joseph Regan, the warden at Joliet, and the 
chief of police here in Chicago, O’Connor at that time, 
both volunteered to me this information that as soon as a 
first timer comes into Jolict and they find out he has robbed 
the Telephone Company or Western Union, “Man, how 
stupid can you get?” 

You serve more time for a simple robbery than you do 
an assault case, because the Telephone Company and the 
Western Union will appear at every parole hearing, and 
they will make them serve their time. 

And then, a second way it will work is that citizens, 
people in the neighborhood are more prone to give advice 
to the police on what they saw, or what they didn’t see, 
give descriptions of possible criminals with reward in the 
offing, than they will just voluntarily. 

The Western Union people discontinued their reward 
program for a while, and discovered within a year, they 
were having a terrible time hiring people, because the 
people were not protected. 


Q. What are the best sources for new dealers? 


A. Well, of course the best source for a new dealer has 
always been the helpers in the service station that have 
already been trained. Then I used to go to the ministers, 
the priests, the rabbis, the bankers, and I got my best 
leads for good service-station operators right from the top 
business people, and through leaders in the community. 

Because they know, for example, their parishioners 
that are looking for work, the bankers know some young 
fellow that maybe has got a mortgage on his house, he 
needs more income, or his family is getting bigger, or 
something. 

I am very proud of the fact in the Middle West—I 
am not as conversant about other sections of the country 
as I am in the Middle West yet—but I am very proud 
of the fact that our income per dealer is high out here, 
and that our turnover is considerably lower than the in- 
dustry’s.* And I think the reason for that is the sizable 
throughput of gasoline, and more volume through each 
service station, and also the fact that most of our dealers 
are TBA dealers. 


*Miller cites these turnover statistics: 
Indiana Standard Industry 
12 mos. 1958 13.5% (6 mos. 7.1%) 26.1% 
12 mos. 1959 13.2% (6 mos. 6.1%) 27.6% 
6 mos. 1960 7.2% 


It is doubtful in my mind that an independent dealer 
can live on petroleum products, and service alone. I am 
sure he has to be in the TBA, and product and service 
business if he is going to be a success. 

I think one of our men around here described this 
properly yesterday: he has known a lot of gasoline dealers 
that weren’t good TBA dealers, but he has never known 
a good TBA dealer that wasn’t a good gas dealer. 


Q. Now that you are going to take on a lot more 
jobbers than you had before, how do you 
think jobber distribution is going to fit into 
this new organization? Amoco has a pretty 
general spread of them, but traditionally you 
haven’t had them in Standard of Indiana. 


A. Of course, I know that’s why you asked the question, 
the impression is we don’t have many jobbers in the Middle 
West. 

The facts are that we have some of the biggest jobbers 
in the United States in the Midwest. In fact, I just helped 
one of these jobbers and his family celebrate their 40th 
anniversary with our company, and in the jobber business. 


Q. Who was that? 


A. Barney Citrin, Jack Citrin and Jack’s three boys. Most 
of our jobbers came with us when they were operating 
one store, or a bicycle shop or a parts store with a pump 
out in front of it, and they have been with us for years 
and years. 

We also have a sizable number of jobbers in Oklahoma 
whom many people don’t generally think about. We have 
a sizable number of jobbers in the Rocky Mountain states, 
which people generally don’t realize. In fact—I won't 
mention the number, but we have got well over a hundred 
jobbers in our Middle-Western states. 

Now, as to our attitude toward the future—we have 
just transferred some people from the Middle West to the 
East, and the Southeast, and when they left here, they 
asked me this question: ‘What is our policy toward job- 
bers?” And my answer was this, that we don’t have any 
policy towards jobbers that we don’t have toward any 
other phase of our business; and that is, we carefully ap- 
praise each individual situation. 
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Q. To go to another side of the business: what is 
the future of lubrication as a revenue-pro- 
ducer in oil marketing? 


A. Well, I think that General Motors, Chrysler, American, 
Studebaker, Packard and the customers are going to handle 
that for us pretty good. 

Well, it is the same way in this business. In other 
words, as long as there is a need for the jobber, and as 
long as the jobber is serving an economic function better 
than the supplier can do it on a direct basis or through 
some other method, the supplier would be next to insane 
if he adopted a general policy for or against any one 
particular method of distribution. 

So we start with the philosophy that each individual 
situation must be given consideration on its own. 

Now if we were starting brand new in a different area, 
there is nothing in our minds that says: “We have got to 
operate in Georgia like we operate in Iowa.” 


Q. What about private branders? Is there any 
limit to what share of market they can get to- 
day? 


A. Private branders are here to stay, in my opinion. Some 
have described their growth as phenomenal. We think it 
is, in some areas. It must be kept in mind, however, that 
these people are subject to the same economic laws as 
are the majors or the minors or any other part of 
this business. 

You see, the cost of making the product, and the cost 
of distribution has been getting higher and higher, and it 
is a commonly known fact that we haven’t been able to 
get our increased cost back out of octane increases and 
increased labor rates. 

So this cost factor just kept getting closer and closer 
to that selling price, so we have had to take less margin 
of profit, and we think other segments of the industry are 
going to have to face up to that thing one of these days. 


Q. What do you think about the price differential 
between major and private brands? 


A. The differential is not nearly so rigid as some people 
think. . . . In the final analysis, their prices, just as those 
of major marketers, depend on what the customer is will- 
ing to pay for the products and services they are offered 

. no marketer is entitled to any fixed differential below 
another marketer, because he calls himself an independent. 


Q. What do you think of the practice of some 
major suppliers selling to private branders to 
compete with their own branded customers? 


A. I will answer that question this way, that it is not our 
policy to do that. 


Q. What do you think of wide-area pricing? 


A. I have read everything I could read about that .. . 
Our policy is to price our products in accordance with 
local competitive and economic conditions. Again we try 
to treat this problem on an individual town or city or 
neighborhood or county or state basis. 

In other words, an area to us could be defined one way. 
An area to our competitors is oftentimes defined in an- 
other way. The boundaries are not necessarily the same. 

This is brought about by different methods of distribu- 
tion, and our methods and somebody else’s methods do 
not necessarily coincide. (Continued on next page) 
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Money-making ignition 


having replacement 
parts on hand. 
Completely re-styled 
merchandising 
Cabinets . . . hold all 
the ignition parts you 
need. They sell your 
ignition service 24 
hours-a-day. Every 
NIEHOFF assortment 
includes a Free Gift 
Pack that more 

than covers the cost 
of the Cabinet. 

Each Cabinet can be 
locked, features 
streamlined stock 
control—can be hung 
on wall or placed on 
modern legs. Service 
stocks are of the 
fastest turn-over items 
selected to give you 
quick return on 

your investment, 
you’re BEST OFF 
with NIEHOFF! 


STOP 


SEE THE COMPLETE LINE OF NIEHOFF IGNITION PARTS AND 
TESTING EQUIPMENT AT YOUR NIEHOFF JOBBER TODAY 


AUTOMOTIVE PRODUCTS 
C. E. NIEHOFF & CO. 
5 W. Lawrence Ave., Chicago 30 rate) 


Branch: 1330 W. Olympic Bivd., Los Angele 
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Now, here again the customer comes in, law of supply 
and demand comes into this picture. 

The A&P Company didn’t force the people of Keokuk, 
Iowa, to come into that store to trade. They came in there 
to trade because A&P had something to offer that the 
people wanted. 

We have given a lot of thought to what is going to happen 
in the day when all cars will be lubrication-free, and radia- 
tors may be sealed at the factory, and progress of that 
nature. While lubrication of cars in the service station has 
always been a profitable avenue for the dealer, it has not 
been so profitable for the supplier. It has given him an 
opportunity to sell other things as well as lubrication, and 
it is going to have to be replaced by services of another 
nature, which probably will have to do with TBA. 

I think it is up to the supplier and the dealer, to try and 
develop something that will replace this lost revenue. But 
I think it is attainable; we are not discouraged about the 
future at all in that regard. 


Q. Anything else in the line of marketing exper- 
iments that your company is making that you 
can tell us about? What about trends in serv- 
ice-station design? 


A. Well, in our opinion, service station design is a never- 
ending job. 

I helped design the post-war service station for our com- 
pany. And most people don’t realize it, but that station has 
been changed constantly since 1946. We have changed the 
location of the stripes, the layout of the lube rooms, the 
layout of the salesroom, the color scheme in our restrooms. 

That’s been a constant evolution. Every once in a while 
the boys will come up with radical architectural design 
changes, and when they do that, we review them. 

Now, I suppose we'll come up with a new design to be 
used throughout the American Oil Company. Everybody 
will say: “Well, that’s a brand new design.” 

The changes wouldn’t be new. This has been an evolu- 
tionary development since 1946. I am not saying we'll go 
back and pick a design the boys made in 1948 or 1949, or 
1950 or 1955:..,- 


« 
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Q. But the germ of the idea might have begun 
then? 


A. That’s right. We are making some changes in our prop- 
erty sizes, in our driveway layouts, but again this is a 
gradual, evolutionary thing. We have built some proto- 
types here in Chicago which are open to the world to see, 
but I would have to say that that is not necessarily the de- 
sign we will have. 

We have come to some conclusions about restroom and 
lube-room doors, where they ought to be located. 

It depends on the location completely. I can’t tell you 
whether it will be in the front, the side or the rear. But 
there was a time when we wouldn’t build a service-station 
lube room without the doors in the front. That’s not nec- 
essarily true now. 

There has been a lot of progress made. 

Whenever you get down to figuring on a grand scale of 
building service stations, I try to build them so they don’t 
cost too much money. Every $1000 you put in that isn’t 
necessary, after you build 30 stations, there is $30,000 
that you could use to build one more station. 


Q. What about the competition from supermar- 
kets and discount houses on gasoline? 


A. We give that sort of thing a lot of thought. We have 
talked to a lot of those people about their philosophy in 
marketing, and I'll say this: The people we have talked to 
are a brilliant bunch of merchandisers. And they have just 
one philosophy, just one: that is to satisfy the customer. 

I don’t know what’s going to happen to these discount 
houses. I think there are two or three in New Orleans, 
and I know at least one of them is doing a very substantial 
volume, but there aren’t being more of them built. So again 
the customer is going to dictate to us on this. 


Q. There is much discussion of the need to keep 
distribution costs down. How about that? 


A. Your trucks and your railroads, and equipment manu- 
facturers, have helped us a lot. They have developed cen- 
tral pumping equipment. Transportation companies have 
developed methods of delivering the products when bulk 





“Service station design is a never-ending job,” 
says Bill Miller. One of the latest products of 
evolution in design is this eye-catching station 
sign in Chicago. 
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plants and service stations are closed. Round-the-clock de- 
liveries mean our equipment works longer hours. 

But I really think that we have only scratched the sur- 
face. I think there is a lot yet to be done. 

The oil industry has got to do more and more mass sell- 
ing, and distribution, particularly the major companies— 
in order to continue to be competitive. You see, most in- 
dustries do more of that than we do. The retail suppliers, 
of your food, your drugs, your clothing, have many fewer 
salesmen than we have. 


Q. Well, that inevitably leads back to your en- 
dorsement of larger outlets and few of them? 


A. That’s right. 


Is that applicable in rural districts where there 
is distribution to farmers? You can’t get much 
mass distribution there. 


A, Well, the farmers are helping us there. There are 
fewer farmers all the time, and larger farms, and concen- 
tration of farm equipment in fewer locations. 


Q. Summing up, Mr. Miller, can you offer any 
advice or admonitions to the industry as a 
whole? 


A. No, I'll tell you, I am not very good at that. I am not 
very good at telling the other guy how to run his business, 
and I think maybe the reason for that is we kind of like to 
run our own business. All I can say is to repeat what I 
said in the beginning here, that I just wish everybody was 
as profit-conscious and as efficient as we would like to be. 


Q. How is the consolidation proceeding, what 
are the problems so far? 


A. We are going to try to mix the Standard and American 
Oil and Utah Oil people without any great migration. 
‘Blend’ is the word that best describes what we hope to ac- 
complish. 

The process of assimilation will be helped by our policy 
of moving marketing people around so that they can be- 
come familiar with the great variety of conditions under 
which we operate. That practice has worked well for us. 
It has given our men broad experience before they have 
become a part of top-level management. 

We feel that a lot of the people in the American and 
Utah organizations have a lot of good ideas. We don’t think 
all the brains are in the Midwest, by any means. 


Q. Thank you, Mr. Miller. bal 
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Profitable ignition 
servicing is assured 
with this new quality- 
built NIEHOFF Ignition 
Testing Equipment. All 
new, all the way 
through ... from the 
sleek and durable 
outside to built-in 
accuracy inside... 
easy-to-read dials . 
simple controls... 
compact ... convenient 
handles .. . long, 
trouble-free perform- 
ance. You buy only 
elements you need to 
meet your require- 
ments ... and they’re 
reasonably priced too! 
Investigate today .. . 
see why you’re BEST 
OFF with NIEHOFF! 


New T-45 Ignition 
Efficiency Tester 


New T-44 Combinatio 
Dwell Meter —Tachometer 


New T-40 Voltage 
Regulator Tester 


SEE THE COMPLETF LINE OF NIEHOFF IGNITION PARTS AND 
TESTING EQUIPMENT AT YOUR NIEHOFF JOBBER TODAY! 


VU 


AUTOMOTIVE PRODUCTS 
C. E. NIEHOFF & CO. 


4925 W. Lawrence Ave., Chicago 30, Illinois 


Branch: 1330 W. Olympic Bivd., Los Angeles 15, Calif 





Nylon is fine 
or stretch gloves 


but not for 
no-stretch 


truck tires! 





VVRLX: RAYON TIRES ARE AFFECTED LESS BY TEMPERATURE 
CHANGE THAN NYLON! THEY GIVE 33% LESS GROWTH THAN NYLON 
..» MORE MILEAGE...LESS GROOVE-CRACKING! 


Repeat tire business comes from satisfied customers. 
With TYREX rayon cord truck tires, your customers 
get these benefits over nylon... 


LONG, MONEY-SAVING MILEAGE—40.2% more miles 
in continuing Texas fleet tests... (on tires made to 
sell in the same general level range) . . . with mileages 
now ranging from 80,000 to 100,000 miles! 


KEEPS MORE OF ITS STRENGTH as tire heat soars. 
LESS GROOVE-CRACKING—This means TYREX 
rayon cord gets less exposure to damaging moisture, 
chemicals, grit. 

EASIER MATCHING ON DUAL MOUNTS—Tires with 
excessive growth are hard to match, carry more load, 
wear faster. 


TYREX INC., Empire State Bldg., New York 1, N. Y. TYREX (Reg. U. S. Pat. Off.) is a collective trademark of TYREX Inc. for rayon tire yarn and cord. 
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Many fleets which have tested TYREX rayon tires vs. 
nylon tires are making the change to TYREX rayon 
cord (see right). For bigger profits—and long-term 
customer satisfaction—talk TYREX rayon cord tires! 


TVRLKX wile 


AVOIDS NYLON STRETCH! 


TYREX rayon tire yarn and cord is also produced and available in Canada. 
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RAY SMITH ASSOCIATED CO.’S SWITCHING TO TYREX 
RAYON TIRES. The fleet on which the above mileage tests 
are being made includes 383 tractors, 505 trailers that haul 
cement. Amazing test results have them switching! 
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HERE’S BONUS 


NEW SUPER-TOUGH ANSWER FOR TRUCK-KILLING JOBS! 


_ BACKBONE BRAWN—CHEVY 
- TRUCKS SPECIALLY EQUIPPED 
FOR EXTRA-SEVERE DUTY'........ 


blaze trails lesser trucks can’t travel—to bull their way through brutal back country with king-sized 
loads—to stand up to terrain that can turn ordinary trucks into scrap iron before their time. Chevrolet’s 
new heavy-duty off-highway chassis equipment option is good news for off-road operators everywhere. 
Now you can get the profit-protecting advantages of years-ahead Independent Front Suspension ride 
combined with the extra chassis beef your kind of work demands. The tougher your task, the more you'll 
appreciate the strength and durability built into this one! 


@ EXTRA BEEF FOR BRUTAL DUTY: That beaver emblem 
on the sides of Chevrolet’s new extra-duty-equipped 
medium- and heavy-duty trucks will be showing up 
more and more where the jobs are toughest—where 
getting the work done demands performance beyond the 
normal call of duty. These Chevies look the same on the 
outside, but there’s a big difference down deep. More 
than just an add-on or build-up package, Chevrolet’s 
new off-road equipment option combines maximum-duty 
suspension components with a special-built frame that’s 
engineered for all-out ruggedness in every detail. A frame 
with K-braced ladder-type construction that delivers 
extra torsional resilience to soak up brutal beatings. 


(i Heavy-duty 4,000-Ib. torsion bars up front, 
anchored right at the frame K-brace crossmember for sturdy support. 
(Anchors are truss-rod-connected under the frame for an extra margin of 


Here’s what you get: 


strength.) 3 Massive K-brace crossmember between the torsion bar 
anchors, specially designed for maximum structural rigidity and fabricated 
of high-tensile-strength steel. a Extra-heavy side rails, of full quarter- 
inch stock, with full-length L-plate reinforcements. Heavy-gauge 
alligator-jaw crossmembers in frame midsection that combine high strength 
with give-and-take resilience. 5] A massive tubular crossmember, 
anchored in extra-heavy cast steel brackets at the rear spring front hangers. 
© Maximum-duty 11,500-Ib. rear springs of standard variable-rate design, 


plus the extra margin of 2,000-Ib. auxiliary springs. And (7) a massive 
double channel crossmember at the spring rear hangers heavily gusseted 
fore and aft—the finishing touch of rock-ribbed ruggedness between 
roughest roads and heaviest loads. 


If yours is a truck-killing job, this new option is 
tailor-made for you. You can get it on any of four 
medium- and heavy-duty models to match your needs 
best, and you’ll be surprised at how little it costs. 
See your Chevrolet dealer right 5 
away for full details. P 
Chevrolet Division of General 
Motors, Detroit 2, Michigan. 





Availability: Heavy-Duty Off-Road Chassis Equipment 





Rear Axle 
Capacity 


Front Suspension 


Model | Wheelbase} &4b-to- Max. ) 
Capacity 


Axle GVW 





C6303 |} 157” | 84” | 19,500 Ibs. 
C6503 | 175” | 102” | 19,500 Ibs. 
C7303 | 157” | 84” | 23,000 Ibs. 
C7503 | 175” | 102” | 23,000 Ibs. 


9,000 Ibs. 
5,000 Ibs. 
7,000 Ibs. 
7,000 Ibs. 


15,000 Ibs. 
15,000 Ibs. 
16,000 Ibs. 
16,000 Ibs. 
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You build more sales with signs of PLEXIGLAS 


Nowhere is dramatic, eye-catching trademark repro- 
duction more important than at the service station 
itself. Here, all advertising and promotional effort 
comes to a head at the point of sale. Here, signs must 
stand out brilliantly to meet today’s competition— 
to catch the attention of people on the move. 


That’s why oil companies use PLEXIGLAS® acrylic 
plastic for signs, wall letters, facades, island lighting 
—and are constantly developing new uses—at service 
stations. Colorful and legible by day, PLEXIGLAS 
_signs are completely luminous from internal lighting 
at night. Trademarks are accurately reproduced. 
What’s more, PLEXIGLAS is strong, rigid . . . has 
time-proved weather-resistance and keeps sign main- 
tenance costs low. 


Learn how PLEXIGLAS can build more sales for you. 
We will be glad to send you our full color brochure, 
“PLEXIGLAS for Signs” and arrange a showing of 
our 20-minute color film, ‘‘The Sign of PLEXIGLAS’’. 


HAAS & 


PHILADELPHIA S,PA. 


In Canada: Rohm & Haas Company of Canada, Ltd, West Hill, Ontario 


PLEXIGLAS 
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HOW “Se 
NEPTUNE 
METERS 
SPEED 
LOADING 
OF 
MISSILES 







In the tense moments before blast-off, when the “bird” is being fueled, a Neptune 
Meter is at work. As liquid fills the missile’s tanks, the meter smoothly ticks off 
every pound. If required, it can shut off the flow at the exact preselected quantity; 
it can even turn off the pump and light a “ready” lamp. 

For fueling-up and other purposes, four missiles . . . Atlas, Snark, Titan, and 
Vanguard . . . count on Neptune meters for ground support. Simplicity, accuracy, 
and proved reliability are the reasons. 

The basic meter is exactly the same as those you use on your trucks and bulk 
plants. These same meters are widely used for metering jet fuels. Because Neptune 
engineers have been working on ideas for your future, we were able to help solve 
special metering problems, such as temperature compensation, required for missiles. 

Past, present, and future, Neptune is the meter . . . and the meter company ... 
you can rely on. 


NEPTUNE METER COMPANY 
47-25 34th Street, Long Island City 1, N. Y. 
measure of profit Branches and Jobbers in All Principal Cities 


In Canada: Neptune Meters, Ltd., Toronto Ontario 


L/QUID METER DIVISION 
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..» Butler buildings help you market profitably 


Whether you're building a product terminal, 
bulk plant, truck stop or service station, an 
efficient Butler pre-engineered building can be 
your partner in building profits. 

Butler bulk plant and terminal buildings 
provide clear span, unobstructed interiors for 
freedom of stacking, storing, blending and 
movement of materials. With curtain wall con- 
struction you get flexibility of location of over- 
head doors. Precision fit construction gives you 
weather-tight protection .. . and, a Butler build- 
ing is fire-safe, too. 

Butler service station and truck stop buildings 
have instant eye-catching appeal, creating im- 


RATING 60 
ta nea 


mediate community acceptance. They attract 
new customers, keep old ones coming back. 
Column-free interiors simplify placement of 
service equipment . . . permit servicing of even 
the largest trucks. And, Butler canopies offer 
motorists protection and convenience regardless 
of the weather. 

Yes, Butler buildings can help you build prof- 
its throughout the entire marketing cycle. Call 
your Butler Builder today. Ask him about financ- 


ing, too. You'll find him listed in the Yellow 


Pages under “Buildings” or “Steel Buildings.” 


See Sweet's industrial Construction File—Section 8-B 
BITAL BUILOING MANUFACTURERS AsSOCIaTIO 
Oesee 


BUTLER MANUFACTURING COMPANY 


48 X 
RiCaTING ME 


7454 EAST 13th STREET * KANSAS CITY 26, MISSOURI 


Manvfacturers of Metal Buildings * Plastic Panels * Equipment for Farming, Transportation, Bulk Storage, Outdoor Advertising * Contract Manufacturing 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Kansas City, Mo. * Minneapolis, Minn. * Chicago, Ill. * Detroit, 
Mich. * Cleveland, Ohio * New York City and Syracuse, N.Y. * Washington, D.C. * Burlington, Ontario, Canada 
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YOUR BIG PROFIT PACKAGE 
Valvoline with miracle CHEMALOY 


Valvoline’s expanding distribution and its band- 
wagon acceptance by dealers and motorists add 
up to outstanding profit opportunities for you. 
Here’s why: 


You get a bright new package, designed for 
maximum attention, impact and sales. 


You get a big product advantage with the ex- 
clusive additive Chemaloy . . . which makes 
Valvoline the world’s most modern motor oil. 


V 


V 


You get the added prestige of selling the 
petroleum industry’s oldest brand name... 
Valvoline... now sold in 54 countries through- 
out the world. 


You get national magazine advertising, with 
color ads in Saturday Evening Post, Newsweek, 
Sports Illustrated, Motor Trend, Motor Life, 
Hot Rod, Sports Car, Mechanix Illustrated, 
Antique Automobile and Argosy... more than 
100 million advertisement exposures ! 


MAKE YOUR MOVE TO VALVOLINE ... WRITE, WIRE OR CALL TODAY! 


VALVOLINE OIL COMPANY °* Refinery—Freedom, Pennsylvania * Home Office—Ashland, Kentucky 
Division of Ashland Oil & Refining Company 


ins 





World's First - world's Fines 


am VALvouint & 
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e Lubrication e Oil change 

e Tire rotation, inspection and 
repair 

e Muffler and tailpipe replacement 

e Shock absorber repair 

e Brake work and adjustment 

e Spring inspection 

e Transmission, drive shaft and 
differential service 

e Clutch adjustment 

e Steering column inspection and 


repair...and many other 
service jobs. 





modern service stations 


ROTARY FP-46 FRAME LIFT 
MAKES ALL SERVICE WORK MORE PROFITABLE 


Get cars up in the air, serviced, and out 
again faster . . . and increase TBA sales 

. with Rotary FP-46 Frame Lifts. 

Design of this modern lift makes it 
more efficient for lubrication and other 
service work. It’s also a real aid to parts 
repair and replacement business. With cars 
off the ground, customers can be shown, 
and sold, the need for new tires, mufflers, 
shocks, etc. Service men can make repairs 
easier, faster, because the compact FP-46 
Lift superstructure gives wide-open ac- 
cessibility to undercar parts. 

All makes of cars can be handled easily 
on the FP-46, including compacts and 
foreign models. The famous Rotary jack- 
ing units, Airdraulic or Full Hydraulic, 
assure years of dependable, trouble-free, 


‘ : a 
economical service. PICK-UP PADS ROTATE 360 


adjus three heights 


Modernize obsolete lifts economically 
-The Rotary FP-46 Frame Lift is avail- EASY-SWING ARMS 


able as a replacement = galore for Formed steel arms (instead of the usual solid bar stock) swing 
obsolete Roll-On and Free-Wheel Lifts easily to any position. Overall lift width of only 26” provides more 
which fail to handle many modern cars accessibility to undercar parts and permits narrow-tread vehicles 
satisfactorily. If the present jacking unit to straddle lift easily. 

(any make, post World War IT) is in good 

condition, the Rotary FP-46 superstructure 

can be installed to replace the out-dated 

superstructure. Savings, as compared to 

buying a complete new lift, are up to 

$395. Ask your Rotary Lift representative 

for details. 


New, sparkling lift glamor—For special 

locations such as training stations and dis- 

play installations, the Rotary FP-46 lift PICK-UP PAD 

superstructure is available in heavy nickel ADJUSTABILITY 

plate at small additional cost. Unique Pads rotate 360° and flip up or down to any one of three heights to 
appearance impresses all customers. reach pick-up points inaccessible to some types of lift pick-up pads. 


Write for catalog 


ROTARY FP-46 FRAME LIFT 


Product of DOVER CORPORATION, ROTARY LIFT DIVISION 
Memphis, Tenn. @ Madison, Ind. @ Chatham, Ontario 


First name in oil-hydraulic auto lifts — passenger 
and freight elevators — industrial lifting devices 





NI O WW 3 


full-range 
metering accuracy 
for Bulk Plants 


ga 


MODEL M-60-A. Capacity: 600-30 gpm. Working 

150 5 4” or 6" ASA flanges or Victaulic connections. Suy 
set, slow-closing two-stage hydrau ally ba 

adaptors 


The idea 
a 


te counter, extensions, Swive 
eparator-eliminator, as desired 


} racks, pipe lines, refinerie 





600 TO 30 GPM 

AV-GAS TO BUNKER FUEL 

PUMPED OR GRAVITY FLOW 

ONLY 2 PS! PRESSURE LOSS AT MAX. CAPACITY 
TAKES 25% FLOW OVERLOAD 


SEEING IS BELIEVING...LET US PROVE IT! 


All meters must allow slippage, but some meters permit much 
more than others. As with all fluid flow, the amount of this 
slippage depends upon (1) size of opening; (2) pressure. So, 
slippage is greatest in meters with largest total clearance and 
highest pressure loss. 


While any meter can be adjusted to accurately register 
gallonage, here’s the catch: each calibration is accurate for 
only one rate of flow. At slower speeds, there's always more 
slippage, and the uncounted loss can be considerable. In 
LC meters, total clearance is one of the smallest—pressure 
loss one of the lowest—a combination that enables these 
modern meters to operate efficiently all the way down to 5% 
of rating in delivering unmatched full-range accuracy for a 
new kind of bulk plant economy. 

In just three years, LC became the world's largest maker 
of 600 gpm meters. Individual service records already go to 


Liaquio ® 


Cc 


CONTROLS 


SHIPPED FROM STOCK 
—600 gpm, 350 gpm, 200 gpm, and 100 gpm sizes. 
LIQUID CONTROLS CORPORATION 


Commonwealth Avenue, North Chicago, Illinois 
Phone: DExter 6-8070 


well over 400,000,000 gallons—and no metering element worn 
out. True rotary type. No oscillating or reciprocating parts. 
No metal-to-metal contact. Positive displacement. The only 
meter tested and approved by Weights and Measures Depart- 
ments for flow rates from 600 to 30 gpm. Your LC Distributor 
will be glad to arrange a “see for yourself’ demonstration, 
and explain every superior meter feature in detail. Call him 
today, or write us. 


GOOD NEWS GETS AROUND FAST 


As the newest meter-maker, it is natural to expect that LC 
would introduce many exclusive and patented innovations to 
improve accuracy, convenience, durability. How users have 
responded to this new kind of meter is best shown by their 
purchases. Here are comparative annual LC sales totals 
since the 1957 beginning. 


LC METER SALES 
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2700 “ayes” 


have it@ 


‘More than 2700 graduate dealers can verify the success 
of The Atlantic Dealer Training Program. Atlantic offers 
its gasoline distributors and their dealers this excellent 
opportunity to obtain complete and practical service 
station management training. 


BASIC COURSE. For new or prospective dealers. Com- 
plete in-station training in mechanics and services plus 
basic courses in service station management. Five weeks. 


INTERMEDIATE COURSE. For dealers with limited 
experience who desire additional management training in 
finances, personnel selection and inventory controls. This 





course requires two and one-half weeks for completion. 


ADVANCED COURSE. For experienced Atlantic 
Distributors and their Dealers who are interested in a 
thorough review of fundamentals and a broad discussion 
of the most advanced management methods and mer- 
chandising techniques. Two weeks duration. 

All of the courses which are described above are con- 
ducted in Atlantic’s Regional Areas. 

For complete information write or call. 

Regional offices: Philadelphia, Pa. - Providence, R.I. 
Syracuse, N.Y. e¢ Pittsburgh, Pa. + Charlotte, N.C. 


LOOK TO ATLANTIC FOR THE BEST IN MODERN MANAGEMENT TRAINING 


THE ATLANTIC REFINING COMPANY 


Producer, refiner and marketer of quality petroleum products 
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WHATLL © 4 
IT 

GET 

YOU 

? 


You name it. There’s a whole catalog full of dandy items — tabs saved up, just look through your catalog and tell us 


you can get absolutely free with Autolite Spark what you want. Enclose the required number of 
Plug box tops. Watches, encyclopedias, over 500 end tabs. It’s that simple. You don’t sell Autolite 


separate gifts, all free... if you sell Autolite Spark Spark Plugs? Here’s what to do. Call your Autolite 


Plugs. All you do is tear off the part num- ® supplier. He'll be over pronto with the 
ber end tab from each Autolite Spark whole program and enough spark plugs 
Plug box. When you've got a nice pile of spark piuc pivision « To.ed0 1,010 ©6to get you started. Phone him now. 
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Picture of a 
service station 
dealer going out 
of business! 


Dealers today can’t survive pump- 
ing only gasoline! 


Sure, America’s gas consumption is in- 
creasing. But not at the anticipated rate of 
increase. Compact cars and foreign imports 
get many more miles to a gallon of gas. 

Car owners look at the gas pump gauge 
and smile. The look on dealers’ faces isn’t 
so happy. The situation is so serious, that as 
of Dec. 31st, 1960, five states are contem- 
plating an increase in the state gasoline tax 
to recoup their loss of expected income. 

What can the oil company dealer do? He’s 
in a position where he’s got to promote TBA 
items. They’re more important to the pros- 
perity of his business than ever before. And 
when you consider that practically all cars— 
compacts and foreign imports included—are 
equipped with oil and air filters — there’s 


S%FRAMARKETING.. 


for development of volume filter business . . 


where the fastest growing TBA business is. 

When you give your dealers an oppor- 
tunity to make it Fram Filter business, you 
can count on increasing oil ratios. Only 
Fram gives every one of your dealers the 
benefit of FRAMARKETING*. 

FRAMARKETING+* is the unique sales 
development service which backs your deal- 
ers every step of the way. Proven dealer and 
consumer promotions build business — in 
volume. A strong and constant advertising 
program keeps the name Fram before the 
public—makes the name Fram mean “filters” 
to millions of car owners. 

It’s time for action. Find out how you can 
help your dealers boost profits and keep sta- 
tion turnover to a minimum. For details, 
phone or write National Accounts Division, 
FRAM CORPORATION, Providence, 
R. I. GEneva 4-7000. 


.the automotive industry’s most complete service 


. through research, train- 


ing, advertising, promotion, sales-aids and personal field assistance. 
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FREE* G-E MAGNETIC 
“GRIP-STICK” helps you 
sell more G-E headlamps 


ONLY TIP OF MAGNET EXPOSED 
less likely to stick to surrounding metal 








ene Sar 





TOUGH PLASTIC GRIP @> 


non-slip; easy to clean won't rust 


CADMIUM PLATED STEEL @> 











TELESCOPIC @& 
extends to 20'4"’; 
telescopes to 12'4°’ 


DEMAGNETIZED SPRING a 
probes around corners 


LIFTS UP TO 5 OUNCES 
Alnico 5 magnet 


SRE AY 
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* Your dealers get it free with 
a case of General Electric 4002 
headlamps and a case of any 
other General Electric headlamps 


Dealers pay just the regular price for the 2 cases of head- 
lamps. They don’t pay for the ‘‘Grip-Stick” out of hard- 
earned profits . . . you don’t either. The ‘‘Grip-Stick”’ is in 
specially marked cases of 4002's. Get them while they last. 

More and more of your dealers’ customers are driving 
four-headlamp cars. So help them to cash in on this rapidly 
growing replacement business. Stock them up now while 
this special promotion is on. And while you're at it, re- 
member that one out of ten motorists needs a new rear light 
so get rear lamp orders now, too. Help your dealers make 
more lamp profits. 


62 


This “Grip-Stick” promotion is pre-sold 
to your dealers. General Electric is telling them about it in 
their own trade books. And G.E. is running a big advertis- 
ing campaign in national magazines to help dealers sell two 
G-E SUBURBAN Headlamps to motorists that come in 
with one burnout. This two-way promotion will help you 
and your dealers sell more G-E Headlamps. General Electric 
Company, Miniature Lamp Department M-116, Nela Park, 
Cleveland 12, Ohio. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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OPEN THE DOOR 
AND LET 
THE PROFITS IN 


ONLY THE DU PONT NO. ‘‘7”’ LINE 
of automotive chemicals offers your stations all these ad- 
vantages to increase profits during 1961: 


ADVERTISING: The most powerful advertising campaign in 
the industry will promote No. ‘‘7'’ Products on 3 big net- 
work TV shows over and over again. May into August. 


NATIONAL SALES ORGANIZATION —Thirty -five years of 
working with the service-station trade provides Du Pont with 
invaluable experience for training your dealers to sell No. 
*7"' Products. 


MERCHANDISING AIDS: Free display materials and selling 
aids are available for the asking. The No. ‘‘7’’ Display Rack 
(left) sells by itself... pays for itself. 

STRONG SEASONAL PROMOTIONS: Spring and Fall Drain- 
Out promotions aided by the new Du Pont Fiushing Methods 
mean new business and bigger profits for your stations. 


i 


mT irs FAIR-TRADED: Fair-Trade consumer prices are rigidly en- 
epi forced in all states having Fair-Trade statutes. 


ese 


ae 
— 


— 


Cash in on a ‘‘growth"’ business by selling this national 
chemical line. For complete information, write: 


— 
uy 


Automotive Specialties, Room N-2504 
E. |. du Pont de Nemours & Co. (inc.) 
Wilmington 98, Del. 


H CHEM RY 


DU PONT N° “7” PRODUCTS 


..+ THE LEADING LINE OF AUTOMOTIVE CHEMICALS 
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WITH WARNER LEWIS 





Now, the same water separator/filter pro- 
tection used for U. S. Air Force and commercial 
jets is available to the nation’s automobiles, truck 
fleets, pleasure boats and private aircraft. 

Fuel-Gard installs easily on any standard 
type dispensing pump; protects against rusty, 
leaky storage tanks and piping; prevents serious 


ormon or FR, 


UQUID "Seeanator FILTER 


WARNER LEWIS COMPANY 


MM. conrosanow 


Se acer 
D> 
ao La —_—— 





ii =\ a 


Wes 


veer 
+ SSL) Dede 





problems in engine fuel systems caused by 
water, rust and dirt in fuels. 

The Warner Lewis Fuel-Gard is a two-stage 
water separator/filter that removes all free water 
and microscopic solids from gasoline, jet fuel, 
diesel fuel, gases and air. Give your customers 


America’s cleanest fuel . . . with Fuel-Gard. 


For complete information, write for Bulletin FG-60. 


WARNER LEWIS COMPANY 


CORPORATION 
P. O. BOX 3096 * WeEbster 9-6386 * TULSA, OKLAHOMA 
CANADA, LTD., STRATFORD, ONTARIO 


DIVISION OF 


IN CANADA: 5 


WARNER 
Lewis 
Company 


BOX 3096 © TULSA, OKLAHOMA 
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OGDEN 
» 


FLAMMABLE 






Keeping customers supplied with fuel oil demands trucks that are dependable 
under all conditions. Icy streets and hub-deep snow, for example, hold no fear for 
Macks like this 4,000-galion tanker. Equipped with the exclusive Balanced Bogie 
four-wheel-drive rear axle with PowerDivider interaxle differential, these Macks 
maintain sure traction in the slipperiest going. 


“Never a customer without oil” 


That’s the policy of Ogden Oil Company, Chicago, 
and to help keep its promise, Ogden operates de- 
pendable Mack trucks. 

Since customer requirements increase as the weath- 
er worsens, Ogden’s Macks often run ’round the 
clock, delivering their urgently needed cargoes. Long 
experience has proved to Ogden that Macks stand up 
best to these punishing duties and always come back 
for more. 

Because their Mack tank fleet maintains strict 
on-time schedules with minimum downtime regard- 
less of weather or road conditions, Ogden finds Macks 
pay their own way several times over... are far 
more economical for retail fuel delivery than trucks 
which are offered at lower initial price. 

Long trouble-free life and unmatched operating 
economy are built into every Mack truck—thanks to 
Balanced Design, Mack’s practice of building more 


of its vital truck components than any other heavy- 
duty truck maker. By controlling component manu- 
facture, Mack adds years of useful, profitable mileage 
life. Moreover, Mack can thus assume Undivided 
Responsibility . . . a benefit which buyers of “‘assem- 
bled” trucks cannot count on. 

Why not see your Mack branch or distributor for 
the Mack model made expressly for your heavy-duty 
hauling requirements. You’ll always be glad you did. 
Mack Trucks, Inc., Plainfield, New Jersey. Mack 
Trucks of Canada, Ltd., Toronto, Ontario. an 


MAC K 


FIRST NAME FOR 


TRUCKS 


MACK 


for over 8 straight years 


NO.1 


by far in sales of 
dese! trucks 





19 
SECONDS 


and a dime 
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Delco-Remy's External Adjustment 
Regulator shrinks a fleet's voltage- 
a Double Contact setting downtime to seconds. The only 
tool needed is a screwdriver—or a dime. 
No electrical checking equipment or 


Voltage Regulator is Adjusted warm-up period required. Accidental 


out-of-limit settings are simply impos- 

Accurately to a New Setting sible. g Changing from city driving to 
country? Or from winter to summer? 
Voltage settings can be adjusted almost 
instantly—and you know whatthat means 
to batteries and electrical systems. 
Longer life. Extra dependability. g An- 
other thing: This new regulator has 
life-prolonging Double-Contact design 
that keeps generator voltage under strict 
control at every speed. How long will 
this Delco-Remy Regulator last? Almost 
twice the life of an ordinary regulator. m 
See how Delco-Remy piles one econ- 
omy atop another? Insist on Delco- 
Remy D¢ Contact External Adjust- 
ment Voltage Regulators for every car 
and truck you own. They're painstakingly 
designed to save you money. 


Delco-Remy 
electrical systems 


FROM THE HIGHWAY TO THE STARS 


DIVISION OF GENERAL MOTORS + ANDERSON, INDIANA 
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On its way to you—the 


BIG NEWS 
and BIGGER PROFITS 


—For Every Cities Service Jobber and Dealer! 
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As you know, it’s been a long time since gasolene was a simple 
liquid. Almost from the beginning, it was made up of many 
ingredients, each of which played a special part in powering a 
car’s engine. In recent years, petroleum scientists have 

been working with increasingly more efficient 

methods to create premium gasolenes. 


Now, as a result, Cities Service is introducing an exciting new 

name in motoring... the BIG GALLON. Today, the many performance 
boosters in the BIG GALLON provide all-weather starting, prevent 
power /oss, guard against stalling, protect against corrosion, 

cut friction and wear, promote smooth operation at all times. 


Soon, a multi-million dollar consumer advertising campaign 
on the BIG GALLON will be launched—aimed directly at 
every person in every Cities Service area. 


Certainly in the months ahead the BIG GALLON should mean B/G 
PROFITS for Cities Service jobbers and dealers everywhere! 


Attention Jobbers and Dealers: 


A CT Prepare for the BIG GALLON in a BIG way! Get complete 
detai/s as soon as possible on all the exciting and profitable 


NO W | things to come. Cal/ your nearest Cities Service Office or write: 
a Cities Service Oil Company, 60 Wall Street, New York 5, N. Y. 
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RADIO WILL GET Purolator’s “Listen to the Man” mes- 
sage to motorists everywhere! All Summer Monitor’s 200 
NBC stations. . . Spring and Fall there’s local radio in 70 
major markets—a total of 50,000 radio announcements. 


To help you sell filters, filters and more filters 


Purolator says 


"LISTEN TO THE MAN" 


... the biggest promotion in filter history stresses 
the know-how and service your dealers offer 


Purolator brings you into its 1961 advertising 
program by featuring your dealers . . . helping 
them sell more filters, more of all the products 
and services they offer. 

How? Simply by telling motorists to listen to 
the dealer . . . to take his expert advice when 
he suggests an oil and filter change . . . or 


promotion is big —coast-to-coast network radio 
. . . local radio in 70 key markets . . . 600 
reflectorized full-color highway signs. 

So get ready to sell more Purolator filters 
than ever before. Get your dealers to use the 
new “‘Listen to the Man”’ point-of-sale displays. 

Remember, Purolator filters are a big profit 


makes any recommendations for better car care. 


To be sure motorists in your area get this 
sound advice —Purolator’s “‘Listen to the Man” 


item. Dealers make an average profit of $3 on 
every oil and filter change . . . and every 
Purolator air filter they sell isan extra $4.00 sale. 


o. 
PURO 


OIL, AIR, & 
GASOLINE FILTERS 


“Purolator’’ Reg. U.S. Pat. Off. 
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For longer engine We 
PUROLATOR FILTERS 


600 HIGHWAY SIGNS will blaze out the “Listen to the Man” 
message 24 hours a day, 365 days a year on major highways. 


LISTEN TO THE MAN..! 


Sy 
Pen 


THERE’S TV, TOO .. . chances are good the special Purolator 
“Car Care Series for Women’’ will be seen in your area during 
1961. It reminds the woman motorist that her service station 
man is a car-care expert . . . ““The man’”’ to listen to! 








GET YOUR DEALERS to talk up good car care. 
Be sure that every chance they get they tell 
their customers why good filtration prevents 
needless engine wear. 
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Up to 30% faster flow! 


Maltese Cross 13%" hose in service on one of 
the new trucks owned by Magee Fuel Oils, 
Inc., Babylon, N. Y. Gerard H. Magee, Pres. 


H-R HIGH SPEED HOSE CAN TAKE IT... 
AND DELIVER MORE, TOO! 


Hewitt-Robins 1%” hose delivers up to 30% more gallons per 
minute than 1144” hose. Yet it is actually lighter in weight, more 
flexible and fits on a standard reel designed for 1144” hose, with- 
out reducing hose length. 


Reason is, the outside of this Maltese Cross high speed hose is 
just about as slim as the standard 14%” type. And it holds this trim 
shape at all working pressures. Won’t bind on the reel or fight 
the operator. 


The improved cover of abrasion-resistant synthetic on Maltese 
Cross means longer life. It stays tough and healthy in all kinds of 
weather, all kinds of abuse. 


Best of all, its price is competitive to standard 114”. With Maltese 
Cross you get more hose for the dollar! H-R, Stamford, Conn. 


ques 125’ 1% Hose & 12 Nozzle 


eee 125’ 14 Hose & Nozzle 


Contact your nearest H-R Oil Equip- 
ment jobber for prompt service. 


CONVEYOR MACHINERY AND BELTING * HOSE * POWER TRANSMISSION * VIBRATING EQUIPMENT * ENGINEERING SERVICES 
72 
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HUB OF YOUR STATION... 


Gasoline pumps are silent spokesmen, inviting 


the motorist to stop and buy. The pumps most persuasive in appearance as well 


as the most precise in performance are Smith 
DP - 





Twins are available 
in both L3 and Salesman-48 models 


Smith-Erie twin pumps have the same outside dimensions as the 


single pumps. They occupy a minimum of island space while sup- 


plying more volume by serving two customers at the same time. 


“ 


New Smith-EHrie 
submersible pumps 


feature these design 


improvements 


ELECTRICAL PLUG-IN eliminates the necessity of disconnecting wires and 
conduit when removing the pump and motor for servicing. Job can be done 
in minutes without the services of plumber or electrician. 


ELECTRICAL JUNCTION BOX is now part of stationary pump head, re- 
placing swivel-type separate junction box. Reduces the overall height of 
the discharge head a full 5”... permits easy installation closer to pit cover. 


ONLY TWO CAP SCREWS need be loosened to free the removable section 
from the discharge head. Two eye bolts make lifting removable section a 
snap. Again, no special tools or personnel are required for servicing. 


VERTICAL, CENTRIFUGAL PUMP is quiet and smooth running . . . gives 
long, dependable service. ’3 hp models serve up to four dispensers; ¥2 hp 
models serve up to six dispensers; 34 hp models serve up to eight dispensers. 


Smith-Erie was the first to build a motor-driven meter 
pump ... first to build remote pumping systems for service 
stations. In keeping with this tradition of leadership, 
Smith-Erie announces six improved submersible pump 
models satisfying the requirements of the largest and the 
smallest stations. Allincorporate the new features described 
above — all are designed to give continuous service, econ- 
omy of installation, operation and maintenance. 


Smith-Erie offers a broad and completely integrated 
product line. Besides gasoline pumps, Smith-Erie produces 
petroleum meters in a complete range of sizes and pres- 
sures, airport and marine dispensers, hand pumps plus a 
wide range of accessories. Write direct for further facts on 
any of these products. 


Through research gS a better way 


As BS eo, ee ee a 


Smith- E12 Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. Offices: Atlanta 5, Georgia; Chicago 3, Illinois; Houston 2, Texas; Los Angeles 22, California; New York 17, New York; 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U.S.A 


Litho in U.S.A. 





UNIFORM SHOWN OF 65% “DACRON" POLYESTER FIBER, 35% RAYON 





PHILLIPS 


Summer and winter uniforms made with 
“Dacron’’* polyester fiber and rayon, 
plus new color schemes, signs and light- 
ing, are giving a year-round new look 
to Phillips 66 stations. 

Thanks to “‘Dacron’’, Phillips station 
salesmen are always neat in uniforms 
that hold their press, fight wrinkles, 
keep a crease in any weather. These 


i % 


comfortable uniforms aremoney savers, 
too;they’re acid-resistant,they’reextra- 
durable to help you keep your replace- 
ment costs down. They can be washed or 
drycleaned as desired. 

Give your stations the year-round 
neatness that Phillips has—buy winter 
and summer uniforms of ‘‘Dacron’”’ and 
rayon. See them soon! 


*Du Pont’s registered trademark. Du Pont makes fibers, does not make the fabric or uniform shown. 


H.D.LEE 
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“DACRON’ ADDS YEAR-ROUND FRESHNESS TO PHILLIPS’ NEW LOOK’ 


Rugged summer and winter uniforms containing “Dacron” stay neat in any weather...save money, too! 


DACRON 


POLYESTER FIBER 


tailors these uniforms for ruggedness, durability, comfort. 





MODEL ES-571 
¢ Guarantees luxurious sleeping comfort 
« Lightweight, compact . . . great 
for home, vacations, trips! 
¢ Double-bed size; automatic control 
e Machine-washable 


HURRY! LIMITED TIME ONLY...TAKE ADVANTAGE 
OF 2 GREAT WESTINGHOUSE OFFERS TODAY! 


OFFER #1 


Buy 24—#6006 or #6012 

Westinghouse Safe-T-Beam Headlamps 

17 at your regular discount 

7 atlist...and geta welt 
FREE WESTINGHOUSE ELECTRIC SHEET! ‘a 


Call your Westinghouse Automotive Lamp Supplier 
today! You can be sure...if it’s Westinghouse. 


SPECIAL! AUTO BULB SAFETY KIT OFFER! 


Now... buy 10 Westinghouse Auto Bulb Safety Kits for 
the price of 9. You'll save money . . . and increase your 
profits. Don't delay . . . call right now! 


OFFER #2 


Buy 24—#4001 or #4002 

Westinghouse Safe-T-Beam Headlamps 

18 at your regular discount 

6 at list... and geta < 
FREE WESTINGHOUSE ELECTRIC SHEET! * 


Westinghouse 


Westinghouse Lamp Division, 


Westinghouse Electric Corporation, Bloomfield 2, N.J. 
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| A Mobilges 
WIN 


$1000002 
IN PRIZES 
GET ENTRY 


BLANK HERE 



































— 


= D aauz 


a 

















MEET THE REAL WINNERS— 
in the 1961 Mobilgas Economy Run! 


This year the Mobilgas Economy Run and Mobil’s exciting 


$100,000 Sweepstakes will swing new business and prize money right 
into the Mobil Dealer’s station. FOR MORE INFORMATION MAIL TO 
Consumers may enter as often as they wish. Each entry means an- 


other visit toa Mobil Dealer—another opportunity for added business! Mobil Oil Company, Room 2062 
In addition to increased business, Mobil Dealers and their em- A Division of Socony Mobil Oil Co., Inc. 
ployees will share $25,000 in cash prizes. 150 East 42nd Street, New York 17, N.Y. 
It’s easy to see why, with millions of dollars invested in adver- Please contact me so that we might discuss the 
tising and promoting this event, the Mobil Dealer will be the big possibility of my handling Mobil products. 
winner in the 1961 Mobilgas Economy Run. Have you ever con- 
sidered handling Mobil products? 


Name 





Address 








Phone 
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SCOVILL 


HAS THE 


FUEL OIL COUPLINGS FROM 3%” to 4” 


520-H and Inter-Flo Permanently Attached. 3%” to 4’ 


O]U}e] bh Cialom.i-r-]4e-lelal-] 0) (eae Maan Col 


Wh 


Super-Grip Reattachable. 1” to 4 


GAS PUMP COUPLINGS FROM %” to 1” 


x ~ i ” 

' oe 2 Wandin’ 
Haniit x. 9 | di 
SIP OO8 Re oe 


570-H 
Permanently Attached Ole elmeiaremay y-lee-lear-lelis 
3%” to 1 %” th 1” 


SPRING GUARDS FOR FUEL OIL AND 
GAS PUMP HOSE 


Fuel Oil Couplings with External Spring Guard 
%” to 3 


oy 


Ceeneaeaas Asnneunwe ewe iil 
See eace abe be beatae amaii\\tiihe 


a 4 


TL 
Reattachable Dubl-Guard Couplings with Internal 


Spring Guard. %” to 1 


COMPLETE EQUIPMENT FOR ATTACHING 
BY MACHINE OR HAND IS AVAILABLE. 


“ALL 


permanent or reattachable 


Scovill now makes the industry’s 
most complete line of couplings for 
fuel oil and gas pump hose... in 
both reattachable and permanently 
attached types ... in a wide range 
of sizes... to both commercial and 
military specifications. As always, 
Scovill provides the fastest delivery 
and the best service with warehouses 
across the country and the largest 
sales force in the industry. For com- 
plete details, write: Scovill Manu- 
facturing Company, Industrial Cou- 
plings, Waterbury 20, Connecticut. 


Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. San Fran- 
cisco, Calif.: 434 Brannan Street. Jacksonville, Fla.: 
P.O. Box 8366. Houston, Texas: 2323 University 
Boulevard. Toronto, Canada: 334 King Street, East. 


Hose Couplings by 
SCOVILL 
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This hose can’t be crushed, 
always springs back into shape 


Flexible B.F.Goodrich hose often outlasts ordinary hose 2 to 1 


HAT light, flexible B.F.Goodrich 

hose won't crush or flatten out 
even after being run over or squeezed 
against the island. It immediately 
springs back to its full round shape, 
doesn’t have to be pounded back into 
shape. Because of its flexibility this 
hose outlasts ordinary hose, often as 
much as 2 to 1. 

This pump hose, called 72-A, is 
especially designed for retractable 
ye pe pumps. Internal spring 
guards at both ends of the hose pre- 
vent kinking in the coupling area. 

Its thick, tough cover is built for 


rough use. Scraping over concrete or 
pulling around sharp corners won't 
hurt it. It can stand in gasoline, oil or 
grease without damage. There is no 
danger of cracking or checking from hot 
sunlight. The smooth, black surface is 
easy to clean, does not mar car finishes. 
A special rubber compound makes 
this hose completely gasoline-proof, 
eliminates swelling and flaking. Flexi- 
ble, stranded wire built into the hose 
and fastened to the couplings serves as 
a static ground. The hose comes with 
one-time or reattachable couplings. 
All these improvements add up to 
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a better pump hose for faster service, 
lower operating costs. B.F.Goodrich 
has made similar improvements in oil 
hose, tank hose, barge loading hose and 
fittings. Let your local B.F.Goodrich 
ro <i tell you about them. B.F. 
Goodrich Industrial Products Company, 
Dept. M-991, Akron 18, Ohio. ; 
7? SERED 


B.EGoodrich 


GAS PUMP HOSE 


79 





A PRODUCT OF CHRYSLER CORPORATION 


MUSCLEMAN 


You’re in the business of 
petroleum-hauling. So we aren't 
about to tell you what your kind 
of surging loads can do to a 
truck. We’re just here to tell you 
that we’ve got the trucks that 
have what it takes for that kind 
ofhauling. The 1961 lineofheavy- 
duty, cab-forward Dodge trucks. 


Dodge’s cab-forward design 
offers you two distinct advan- 
tages right from the start. First, 
you can put more load on the 
same wheelbase, or you can pull 
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he, 


—s “ Sa 0 ma z Rint. 
a longer trailer in the same overall length. Second, 


Dodge’s swing-out fenders swing out a full 90° and let 
you walk up to the engine for service. 





What kind of engines? Tough gasoline Sixes and V8s. 
Famous Cummins diesels. Frames, clutches, transmis- 
sions, axles, and brakes job-rated to fit your needs. 
Dodge heavy-duties come as tractors and trucks, single 
axles and tandems. Their GVWs run from 28,000 Ibs. to 
53,000 Ibs., their GCWs from 55,000 Ibs. to 76,800 Ibs. 
Your dependable Dodge Dealer will show you how ALL-NEW DART PICKUP! First and only full-size truck with 


a , ; compact-economy. Comes with 71’ or 8’ pickup box. Available 
competitively Dodge trucks are priced. And he'll tell with 140 h.p. inclined Dart Power Six or 200 h.p. V8 engine. 


emergency parts system. ste vour oooee oeaice. DODGE BUILDS TOUGH TRUCKS 
81 
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Give customers the keys 


VAY | . ‘t 


rao 
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to your bulk plant- 
DO MORE BUSINESS 


Rockwell Key Contro/ Meter System 
Permits 24-Hour Unattended Operation 





with Explosion-Proof Safety and Security 


The keys to greater profits fit the panel of 
Rockwell’s new key control loading system. Day 
or night your customers can use these keys to 
unlock the system and fill their trucks without 
any supervision on your part. 

Each sanctioned driver uses his key to simul- 
taneously start the pump, open the block valve 
and to interlock his own totalizing counter. 
After loading, he withdraws his key and the 
system shuts off automatically. 

You bill from the record provided by each 
customer’s counter. Printed meter tickets verify 
deliveries. See your Rockwell jobber for all the 
money-earning, money-saving facts or write us 
for bulletin PI-678. Rockwell Manufacturing 


off 


sg 


\ 


es 
ow 
ie 


Up to eight counters, switches and locks are provided on each control 
panel. Two or more panels can be stacked for larger operations. Panels 
with fewer elements are also available. 


Company, Dept. 121D, Pittsburgh 8, Pa. In 
Canada: Rockwell Manufacturing Company of 
Canada, Ltd., Box 420, Guelph, Ontario. 


KEY CONTROL METER SYSTEMS 


ROcKWELL® 
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IS YOUR PRODUCT A “TIGER” UNDER PRESSURE ? 


. SEAMLESS CROWN SPRA-TAINERS WILL HOLD IT! 


Some high pressure products found in today’s aerosols are as hard to handle as a tiger. Others, like deli- 
cate pharmaceuticals and fragrant cosmetics present different but equally difficult problems. For these 
hard-to-hold products the seamless Crown Spra-Tainer offers a safe and practical solution. As originators 
of the disposable aerosol can, Crown offers a full line of both seamless and fabricated aerosol cans in a 
wide range of sizes, for every type of product . . . plus more experience in this field than anyone else can 


- provide. For your packaging problems call on the leader . . . call on Crown! 
| I I 


Your Packaging Deserves Crown Quality 


ROWN cans * crowns « closures * machinery 


CROWN CORK & SEAL CO., INC., 9300 Ashton Rd., Phila. 36, Pa. 
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Revere 9900 Series Area-Lite attracts customers, 
makes it easy for attendants to service cars. 





, " * 
Tf} 


Twin bracket Triple bracke. 


Twin mounting arm 


fixed at 15° angle 
{ ant Single pole top 


; mw - 

fitter, adjustable ™ 
° Twin pole top [- 
» fitter, adjustable P 


Adjustment features and variety of fittings 
make many mounting arrangements possible. 


Versatile, rugged new Revere 9900 Series Area-Lite 
features striking wrap-around design, provides high-level light 


Efficient lighting—The Revere 9900 Series Area-Lite 
is available in four-lamp or six-lamp models each for 
96” or 72” HO, VHO, SHO or Power Groove lamps. 
Its highly efficient design assures maximum light 
level and efficient distribution. An outstanding fea- 
ture is the “wrap-around” design — the diffuser 
surface is evenly lighted over its entire area. There’s 
no center shadow as in other luminaires where the 
light source is “split down the middle.” 


Versatile mounting arrangement—Design of the 9900 
Series Area-Lite in end-mounting or center-mount- 
ing luminaire styles, together with the choice of 
brackets and pole top fitters makes possible many 
mounting arrangements. Center-mounting 9900 
Series Area-Lites are particularly suitable for use 
as high mounting floodlights for service station 


entrances, perimeter or service areas. End-mounting 
units in single, twin, or triple arrangements make 
strikingly attractive island lighters, and are equally 
suitable for lighting approaches and service areas. 

All end-mounting arrangements (except with “Y” 
bracket, fixed at 15°) permit adjustment of angle, 
tilt and rotation. Poles offered include both heavy 
duty and extra heavy duty tapered square rigid poles 
in 12, 14, or 16-foot heights. 


Rugged, easy to install—9900 Series Area-Lites fea- 
ture premium construction, with extensive use .of 
extrusions and die castings. A 29-inch length of 
standard 2-inch pipe runs through the reinforced 
steel center structure for utmost strength. Pole-top 
fitters have a wiring chamber, making installation 
quick and easy. Area-Lite is UL listed. 


For complete information, write for 9900 Series Area-Lite bulletin. 


OUTDOOR LIGHTING 





Revere Electric Mfg. Co. 








e 7420 Lehigh Avenue e Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 e Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario - 





PHILLIPS The brand 
that means 


business 


Phillips 66 batteries help spark a profit- 
able TBA business. Top quality Phillips 
66 products keep customers happy, 
keep them coming back. And Phillips 
business boosters... sales aids, business 
counseling, technical advice . . . keep 
your business healthy and vigorous. 
To find out more —write, wire or phone: 


PHILLIPS PETROLEUM COMPANY 
Bartlesville, Oklahoma 
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COMPLETE TUNG-SOL HEAVY DUTY LINE CREATES 


New Standards for Lighting Dependability 


Heavy Duty performance comes from Tung-Sol Filament Design 


The most durable headlamp filaments ever developed provide the 
extra long life characteristic of Tung-Sol Heavy Duty Headlamps. 


Sturdy twin filaments, Double-anchored fila- High impact-resistant i lin 
Long life made of special thori- ment of thoriated wire filament helps to pro- aces "a —s 
filament ated wire and connected provides triple average duce service life up to apeony 

in series, deliver up to service life. three times ordinary 635 536 537 #«235650 

threetimes moreservice. lamps. Tung-Sol Meavy 


Duty Flashers pro- 


| 1156 . vide exceptionally 
Ceramic - Seinetneen long ~- in meeting 
YI nti-vibration 1157 signaling require- 
collar M})) Wate enn aaunt __ ments from two to 
13) six lamps. 
Welded lead wires 


Now you can provide your fleet accounts with a complete 
line of lamps and flashers designed expressly for the ex- (ss) TU N G SOL 
tremely rough service conditions encountered by trucks, off- ty 


highway equipment, police, fire, emergency vehicles and HEAVY DUTY 


passenger car fleets. Suggest to your fleet accounts that they 
install this complete line on each vehicle. LAMPS ¢ FLASHERS 
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Self-compensating spring 
tension provides com- 
plete balance at any posi- 
tion, regardless of posi- 
tion of outer leg. Tension 


AY EW is adjustable if required. 
enemies 7 amnesia rea 

Steel arm is built to take 

constant use and hand- 

ling. Top quality compo- 


nents and fabrication 


mean years of trouble- 
LS free service. 


Compression spring as- 
aa L sembly is fully contained 
in strong steel housing. 
Disassembly for inspec- 


tion and servicing is 
readily accomplished. 


Compact design. No dan- 
gerous protruding brack- 
ets or counterweights. 
Catwalk behind arm is 
free of obstructions. 


Full pre-set stop adjust- 
ment at any angle in ver- 
tical plane. 


—~ \ 


% 


PERERRRVE REGS DEERE LEGG \ 


wy) 
al hy, 


“SMAVAAAAVGY ARAVA am 7 


—_——— POO OO : : 
hpcseacomomestencinsts or Bh, - 





FEATURING THE 
REMARKABLE 
TOTALLY ENCLOSED 
COMPRESSION 


SPRING DESIGN WANT TO CONVERT 


EXISTING EQUIPMENT? 





Chiksan Base Arm Sections permit 
The Chiksan Spring Balanced arm can a operators to change existing facilities 
be readily installed in any existing ter- , with minimum effort. Base Arm Sec 
minal. Also, the arm can be modified in tions are available in standard 
the field when more length or equip- ~ sizes of 2”, 3” and 4”. Riser X. 
ment is added to it, by the addition of joint supplied with flanged , 
more springs. olan aalazt-Lel-te mone) anal-xe 

tions as desired. 
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A COMPLETE SERIES FOR 
EVERY FLUID HANDLING 
FOLDED ARM MODEL 
Standard Sizes: 2”, 3”, 4”. A TYPE AND TERMINAL 


simple economical arm for truck 
loading. Arm is equipped with 
Chiksan steel LFS or LPS swivel FOR PETROLEUM SERVICE OF 
joints at the riser and connecting 

swivel joint. A Chiksan alumi- TRUCKS AND TANK CARS 
num DP joint is standard at the Here is a series of loading arms that is built to 
drop pipe. Folded Arms are offered ; ; é 
in lengths up to 14 feet. deliver solid performance right around the calendar. 
Outstanding new compression spring design offers 
finger-weight flexibility, yet the arm stays put when 
released—doesn’t creep or sag. Springs are housed 
in a sturdy weatherproof steel case. And balance 
adjustment if desired is readily accomplished with a 
hand wrench. The swivel joints available on the arm 


4 | have the dependability that has been associated with 
Ag the name Chiksan for over 30 years. Get the full 
sD SLIDING SLEEVE MODEL facts now. Write Chiksan for Bulletin 1-61 which 


a Standard Sizes: 2”, 3”, 4”. This illustrates the line in full detail. 
Chiksan model is equipped with 
a bronze and aluminum sliding 
sleeve. When fully extended, 
sleeve gives an additional 48- 
inches of length to the arm. Com- 
pression spring design insures 
perfect arm balance with sleeve 
2/3 extended in any position. 























BOTTOM LOADER MODEL 

Standard Size: 2”, 3”, 4”. This spring balanced arm 
permits quick connections to truck or tank car with- 
out having to spot vehicle in exact location. Arm is 
available in lengths ranging up to 13-feet. With 
bottom loading techniques becoming more favorable 
due to elimination of turbulence and vapor problems, 
this arm merits serious consideration. 


HANDLING CHEMICALS? 


For loading or unload- 
ing chemicals, Chiksan 
pp a re a fe 
of arms equipped wi 
LONG REACH MODEL . ‘its DS series swivel 
Standard Sizes: 3”, 4”. Designed for terminals or joints. Available in a 
tank car facilities where a wide distance between Folded Arm model 
rack and tank is necessary. When constructed of } vem — eee 
light weight materials, this arm has an over-all pie aig ring ti a 
working range up to approximately 22-feet. It can F 
be compactly folded when not in use. 








CHIKSAN COMPANY, 330 North Brea Bivd., Brea, California 
Please send me copy of Bulletin No. 1-61. 


FOR COMPLETE INFORMATION 
MAIL COUPON TODAY ‘Nome —— 


ee a nbn 


h Address —__ a ; clases 
Met City CE ee eee eee ‘ Zone State 
ee, ) A SUBSIDIARY OF FOOD MACHINERY AND CHEMICAL CORPORATION 


CHIKSAN COMPANY—General Offices: Brea, California » Well Equipment Mfg. Corp. Division (Weco Unions, Hamer Valves) * Chiksan International * Chikson of Canada Ltd. 
Offices and Representatives in Principal Cities of the World 
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THRIFTY 


MARKETOR 


D 





for looks, dependability 
and real economy... 


Here’s a dispenser that’s quality-built 

and performance-proved to return sure 

profits on your island. 

Original cost is lower . . . far less maintenance 
required because of design simplicity. 

Bowser’s world-famous Xacto meter protects 
your operating profits because it meters 

any fuel at fast or slow flow with 

split-hair accuracy. 

By any test of value, the Marketor 4800 


Series is your best buy! 


Available in nine models to meet every requirement. 


BOWSER, INC., FORT WAYNE, INDIANA 























* oe 
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From Du Pont... TETRAMIX” 
for greater refining flexibility 


In the brief few months since the 
introduction of Du Pont TETRAMIx* 
antiknock compound, refiners have 
found that it offers a new degree of 
flexibility in their choice and use of 
lead antiknocks. For example, while 
its effectiveness varies with gasoline 
composition (as is true with other 
antiknocks as well), TETRAMIX is 
generally effective in low, medium 
and high dosages. 

Results of tests to date indicate 
that TETRAMIX is also a more ef- 
fective antiknock in some fuels than 
either tetraethyl or tetramethyl lead 
—that is, a given octane number can, 
in such fuels, be obtained with lower 
concentrations of TETRAMIx than 
with TEL or TML. 


Based on this refining flexibility 
and the potential savings it offers 
in blending, TETRAMIX antiknock 
compound has already won refiners’ 
acceptance, With commercial quan- 
tities available, now is the time for 
you to investigate the potential ad- 
vantages of TETRAMIX. 

Because you have a choice of 
all three major lead antiknocks at 


GU PONT 


Better Things for Better Living 
. » through Chemistry 





Du Pont, you’ll get impartial help 
in selecting the best one for your 
gasoline stocks. Your Du Pont Petro- 
leum Chemicals Division represent- 
ative can assist you in evaluating the 
relative merits of TEL, TML and 
TETRAMIX. 

E. I. duPont de Nemours & Co. 
(Inc.), Petroleum Chemicals Divi- 
sion, Wilmington 98, Delaware. 


* Trademark 


Lead Antiknock 


Compounds and other 
PETROLEUM ADDITIVES 





Forged quality 
—precision 
machined | 


Uniformity | 


Extra reinforcing 


Large cam ears 
for long life 


Forged ~“ — eS 


handles 
for 
greater Stainless 


economy steel pins 
Uniform wall thickness 
Gasket recess assures 


proper placement 


Superior quality forged body 
—precision machined 
—accurate tolerances 


| EVER-TITE 


Mole Coupler 


and Coupler 


Ever-Tite Couplings give you connections that are : 


Quality Quick Couplings =.=. 


tight and leak-proof—and so quick that you save 
time and money. Built-in quality reduces wear and 
maintenance costs, too. 
Available in Brass, Malleable, Stainless, Aluminum, 
Monel or other materials on request. 

Ask your distributor now 


ever-titell EVER-TITE COUPLING CO. INC. penn 


Male Adapter 


Female Coupler 254 West 54th Street, New York 19, N.Y. Dust Protectors 


Dust Plug 
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Ahead of the News 





IN WASHINGTON 


Gasoline-Tax Cut?—Industry leaders think Washing- 
ton’s emphasis on consumer welfare may carry con- 
siderable weight with Congress when the federal gas- 
oline tax is discussed. High taxes are already affecting 
consumption adversely, API studies show. Both con- 
sumers and marketers will benefit if Congress lets the 
extra-penny tax die in June, returning to the 3¢-gal. 
tax, say industry leaders. They say marketers, especially 
independent jobbers and consignees, can do a lot by 
calling their Congressmen and Senators personally dur- 
ing Easter recess and telling them their constituents 
think “gas” taxes are too high according to the studies. 
(See editorial on page 110.) 


Heating-Oil Price Controls?—Warm weather and a 
slackening of heating-oil prices have taken off pressure 
for a full-scale federal probe of price increases during 
the January cold spell (NPN—March p75). But the 
Interior Dept. is reported to be studying possible con- 
trols for next heating season. Esso Standard objected 
to criticism about heating-oil price rises, saying that this 
year’s prices are not out of line with those of recent 
normal years. Esso said highest winter retail tank-wagon 
price on Long Island in 1961 was 16.3¢ gal., compared 
with 16.3¢ in 1957, 15.5¢ in 1958, 16.0¢ in 1959, and 
15.3¢ in 1960. 


AROUND THE COUNTRY 


Economic Outlook—The current recession will be less 
severe than those of 1949, 1954, or 1958, but the up- 
turn is not likely to produce a sharp acceleration in 
U.S. economic growth, says William M. Drout Jr., 
Humble Oil and Refining Co. economist. 


Other Side of TBA Story—Maijor oil companies are 
being urged to combat unfavorable publicity stemming 
from last month’s FTC rulings on legality of the com- 
mission-override system (details on page 105). FTC 
alleged “coercion and pressure” against dealers by cer- 
tain majors. At API marketing meetings in May, the 
service station advisory committee will propose a resolu- 
tion recommending that companies give wider publicity 
to their TBA sales policies. 


Cities Service HQ—Newly consolidated Cities Service 
Oil Co. will headquarter in New York, Cities marketers 
report. Staff officials have already been brought in from 
posts elsewhere in Cities territory. 


Tidewater Ads—Tidewater Oil kicks off its 1961 ad- 
vertising program this month with new “leadership” 
theme. Early feature will be two hour-long TV docu- 
mentaries on Space, narrated by Mike Wallace, plus 
advertising in all media. 


April, 1961 * NATIONAL PETROLEUM NEWS 


Broadening ‘One Roof’—lInfluential marketers are 
talking about shifting activities of the powerful API 
fuel-oil committee to the new “one-roof” heating-oil 
trade association, the National Oil Fuel Institute. Until 
NOFI is shaken down, though, that’s not likely. At a 
recent API meeting, A. J. Becker, St. Louis jobber and 
chairman of the API fuel-oil committee, said, “It is 
probable that activities of the fuel-oil committee will 
eventually be transferred.” He stressed, however, that 
the API committee would meanwhile keep its program 
going under full steam. (See p107 for more on NOFI.) 


# 
Systematic Station Shrinkout—A Midwest major is 
thinking of cutting in half its station representation in 
a substantial metropolitan market. By concentrating on 
throughput, it has increased individual station volume 
50% in another metropolitan market where it trimmed 
the number of outlets. 


* 
Comfort Unlimited—Four large Massachusetts heat- 
ing-oil dealers, representing 27 companies, are working 
out a systematic program for collaborating with builders 
in the promotion and sale of oil-heated homes. The 
dealers would help with problems from conception of 
the home until the buyer moves in, T. J. Scott, Buckley 
and Scott, Watertown, Mass., reported. The project is 
called “Comfort Unlimited.” 


* 
Paragon Going National—Texaco will use “Para- 
gon” as a national brand name for heating oil. Use 
of Paragon has been confined to the East where Para- 
gon Oil Co., which was acquired by Texaco, was built 
up under Henry Schwartz. Schwartz still masterminds 
Paragon. 
Dealer Co-op—A combination of 25 service-station 
operators and automotive repair shops in the Richmond, 
Va. area have formed Virginia Automotive Service Co- 
operative to engage in wholesale buying. As a starter 
the group is making direct-with-manufacturer deals for 
filters, polish and additives, brake and transmission 
fluids, and some parts. 

* 
Private-Brander’s Private Brands—A Hudson Oil 
executive has been trying out some private-brand sta- 
tions in the East and upper Middlewest. Three in Penn- 
sylvania, around Philadelphia, are known as Penn- 
Station, and two outside Minneapolis are called Pike 
stations. They represent a venture under the jurisdiction 
of Winslow M. (Win) Cady, associated with the Hudsom 
headquarters in Kansas City. 


Supermarket Car Wash—A manufacturer of car- 
washing equipment of the service-station type has signed 
up several units of a grocery chain in the Long Island 
area of New York. 


More Ahead of the News 
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Ahead of the News 


American Changeover—May 23 will be a milestone 
for the newly consolidated American Oil Co. That’s 
the target date for changing brand names on gasoline 
pumps at all stations in Amoco, Indiana Standard, and 
Utoco marketing areas, which have been merged into 
American Oil. Brands are “American Regular” and 
“American Super-Premium.” Significant will be elimi- 
nation of Indiana Standard’s long-famous brands— 
“Red Crown and “Gold Crown.” Changeover will be 
accompanied by extensive advertising. (For more about 
American, see exclusive NPN interview with W. H. 
Miller, marketing VP, page 38.) 





American‘s Jobber Pitch—American Oil is proceed- 
ing methodically to tell its jobbers and agents about the 
new setup, resulting from the merger of Indiana Stand- 
ard, Amoco, and Utoco into one operating company. 
It hopes to stimulate their enthusiasm and prevent de- 
fections. Competitors have been busy trying to win over 
jobbers, arguing that the Chicago home office is not 
jobber-minded. A series of meetings for jobbers and 
their wives featured top American Oil brass, starting 
with L. W. Moore, president. As a dramatic touch for 
the first meeting in Charlotte, N.C., every Amoco sta- 
tion in town was repainted in the red, white, and blue 
colors. 
« 


New Brake-Repair Plan—Tidewater is launching a 
new brake-repair program on the West Coast, said to be 
the first of its kind in the oil industry. Tidewater will 
train dealers and promote Flying A brake lining. Pas- 
senger cars get an unconditional three-year guarantee. 


Curbing That Free Hand—Midwest suppliers are get- 
ting tough with credit-card applicants. They now do a 
real credit check on applicants and turn many down. 
One major says delinquencies among card holders last 
year rose to 10% of credit-card sales, as against a 
normal 6% rate. Another says its credit-card sales losses 
went up 96%. 


Sour Note—One major oil company is disenchanted 
with the out-size station idea. A $250,000 show place 
in a prize location hasn’t made a profit in two years. 
Several operators have tried with no success, and as a 
result the company has shelved tentative plans for 
others like it. 


‘Drip-Gas’ Crackdown—Texas is cracking down on 
the alleged selling of so-called “drip-gas” without pay- 
ing gasoline tax on it. “Drip-gas,” a byproduct of natu- 
ral-gas plants, is said to be stolen and mixed with a low 
grade of refined gasoline for resale at up to 15¢-gal. 
profit. Dallas and Wise County law officials arrested 
.three men in connection with an investigation of this 
practice. One of those arrested is reported to own or 
operate seven stations, another owns two and operates 
five. (For a report on the chaotic gasoline market in 
parts of Texas, see page 20.) 
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Bay’s New Brand—This is the month Bay Petroleum, 
subsidiary of Tennessee Gas Transmission Co., picks 
a new brand name for its gasoline. Candidates are TOR, 
TORCO, OCTEEN, TENNECO, and BAY PLUS. The 
new name is being launched with a contest: “Let Bay 
Pay Your 1960 Income Tax.” Contestants are asked to 
choose one of the five names. Those selecting the brand 
name to be adopted will be eligible for a drawing April 
26. The 100 winners will get their 1960 income tax re- 
funded (up to $2,000) by Bay. 
e 


Oil-Powered Water Heaters for Stations—Heating- 
oil jobbers in Baltimore, Md., individually and through 
Oil Heat Assn. of Maryland, are asking their suppliers’ 
fuel-oil sales managers how come their engineering 
departments are recommending electric water heaters 
for service stations, especially when the commercial 
rate for heating water is four times that of oil-powered 
water heaters. What’s the matter with the oil units, they 
ask? 
® 

It’s Deionized—Phillips Petroleum becomes the first 
oil company to make a private-brand deal for Dow 
Chemical’s all-year combination antifreeze and de- 
ionized water, introduced last year as a complete engine 
coolant under the Dowgard trade name. Called “Phil- 
lips-66 Cooling System Fluid,” it’s being pushed now 
as a superior summer coolant. 


IN DETROIT 


Outlook for Auto Sales—Despite a slow start in Jan- 
uary, auto sales this year can still reach 6.5-million to 
7-million, says Edward N. Cole, head of Chevrolet. 
This prediction is based on the expectation that busi- 
ness will improve quarter by quarter in 1961. 

® 
What's a Compact Car?—Only two years after in- 
troduction of the first American-made compact, the 
distinction between it and regular-size cars is getting 
lost. This year American manufacturers introduced four 
medium-size compacts—Pontiac Tempest, Oldsmobile 
F85, Buick Special, and Dodge Lancer. These are 
generally bigger than the six smaller compacts—Falcon, 
Comet, Corvair, Valiant, Lark, and Rambler. Now 
Ford and Chevrolet are reported to be coming out in 
1962 with cars falling between compacts and regular- 
size cars. These will add to the confusion. And Ford is 
still planning to bring out in 1962 its “compact 
compact.” 

* 
Going, Going, Gone—It looks now as though lube 
fittings will have disappeared from practically all auto- 
mobile models by 1962, Detroit specialists say. Some- 
thing like only five models are expected to hold out 
longer. All Fords and some Buick and Oldsmobile 
models have already dropped fittings on 1961 designs. 
Contrary to earlier expectations, the bearings are not 
greaseless (like Teflon), but are sealed-type bearings 
requiring special moly-disulfide lubricant. Some re- 
plenish through rubber or nylon plugs after 30,000 
miles or so, but only with a few ounces of grease. 


NATIONAL PETROLEUM NEws °* April, 1961 





Trends to Watch 


Dramatic pricing developments in the making in Southern California. Area racked 
by “gut-rending” price wars. Apparent cause: “dual-marketing” by majors who 
own, or sell to, so-called independents. 

Area majors with such setups are Standard of California, Union, Richfield, 
Tidewater. Gulf and Continental are also in the market, through subsidiaries. 
Majors without private brands are Shell, Texaco, Mobil. “Dual-marketers” said 
to be gaining gallonage; Shell, Texaco and Mobil said to have dropped below 
year-ago levels. 

Result seems to be price pressure against dual-marketers. Texaco and Shell 
publicly stated they would no longer grant 2¢ differential to independents. Price 
battling descends to cost levels, with major-supplied dealers existing on subsidies. 
“Authentic” independents, without subsidies, are in bind. 

Area marketers say the only positive outcome could be new price structure: 
“Authentic” independents 2¢ below majors, major-affiliated independents 1¢ 
below. Meantime, price battling goes on. 

State’s attorney is investigating. In mid-March the California State Assembly 
unanimously passed a resolution asking him to determine the cause of price dis- 
turbance. He’s due to report the middle of this month, with recommendations on 
legislation to prevent price wars. 
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It sounded as though it would be a community sing for longhairs—that API 


research conference on distillate-oil combustion. But it turned out to be a down- 
to-earth meeting, highly significant for the entire heating-oil industry. 

For the first time, an aggressive program in both fundamental and applied re- 
search is under way on a large scale. Details on the program and projects were 
presented to equipment manufacturers last month at Chicago. 

It was really the first time the manufacturers and big oil companies ever came 
together, so it could be the beginning of a cooperative effort. 

An unofficial count showed there were 50 manufacturing companies, represented 
by 70 men, and 24 oil companies, represented by about 60 men. (Total registration 
hit about 170.) API hoped for a larger turnout of manufacturers, but was pleased 
with the caliber, even though the total fell below expectations. Among manufac- 
turers were sprinkled these names: American Standard, Armstrong, Carrier, Control 
Co. of America, Crane Co., Delavan, Gilbarco, Iron Fireman, Jet-Heet, Minneapolis 
Honeywell, Stewart-Warner, Sundstrand, Sun-Ray, and Thermal Research. 

Some manufacturers were critical of oil companies for skimping on research and 
neglecting the oil-heat industry. Some felt the manufacturers have developed more 
research information than the oil companies. But they all expressed a willingness to 
contribute their information to the industry effort. They were told that the infor- 
mation obtained from the research program is intended to help them develop 
cheaper and more efficient equipment. And they’re not being asked to put up a dime. 

Between API’s $500,000 program and the individual company projects, a million 
dollars will be spent on burner research in the next 12 months. 

It’s a big-money market for the oil industry and manufacturers, industry leaders 
said at Chicago. Kerosine and No. 2 burning oil bring in just under $2-billion a 
year. At the present rate, demand will be up 14% by 1970. Between new units 
and replacements, nearly 500,000 burners will be needed annually. 

Prominent at the conference were young researchers whose knowledgeability 
and spirit gave the oldtimers a lift. In all, this sparked an enthusiasm that had 
people saying, “Maybe this heating-oil effort is getting off the ground—at last.” 

(For more on the new heating-oil effort, see editorial, page 101, and news about 
NOFI, the new trade association, page 107.) 
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Your Personal Business 


Oil companies are putting more heat than ever on expense accounts. Those who 
travel regularly have been feeling the pressure for months, through suggestions 
and directives that they trim the outlay. 

In some companies, employes up to top management level use “tourist class” 
when they fly; in one company it’s compulsory. (A vice president of one said when 
he was flying “tourist” recently he saw his son, a government employe, flying first 
class to the Pacific.) 

In another case, a chief executive officer, who 
ordinarily would be driven in a chauffeured lim- 
ousine, used public transportation to get around. 

This, of course, has aroused much criticism, 
too. Critics claim this is an effectation that could 
set an unhealthy precedent. 

Apparently, though, economics will be a telling 
factor while the recession lasts. One large com- 
pany claims it has saved $200,000 a year by hav- 
ing all its employes, including executives, go tourist 
class. 
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Do manners maketh the businessman? They must, if the improvement in Ameri- 
can business manners in recent years is a guide. Most large companies today expect 
—from top executives down—special courtesies, time-consuming or not. Here’s how 
a broad sampling of company presidents would have you make friends and 
influence business people: 

Answer your own telephone. Secretarial screening may annoy and delay other 
executives who feel they are as important and busy as you. An insurance-company 
president found he wanted to take 95% of his incoming calls. Why, he asked, 
should he risk irritating those callers in order to screen out a few nuisance calls? 

Welcome your visitor warmly. Forget the curt greeting and perfunctory hand- 
shake across the desk and be on the threshold at your beaming best when he arrives. 
Avoid incoming calls in the visitor’s presence. He may be embarrassed to find him- 
self forced to eavesdrop, and annoyed by the distraction. If such calls can’t be 
avoided, try to anticipate them, warn your visitor and ask his permission to inter- 
rupt the discussion when the call arrives. Then, if possible, use an anteroom. 

Don’t ask your secretary to place your telephone calls. All executives interviewed 
agreed there’s no greater sin than having the other party hold the line until you 
are ready to come on. One hangs up immediately when he hears a secretary’s voice 
say: “Mr. Smith is calling, please hold on.” 

The supreme test is in dealing with unexpected visitors. Their breach of etiquette 
in not arranging the visit is no excuse for another—and they may be important 
customers or contacts. One executive leaves his office, welcomes the visitor, apolo- 
gizes for his crowded schedule, and asks him to return at a more convenient time. 
He finds these few moments well-spent. “But never invite them into your office,” 
he cautions. 

For your secretary: Never let a caller suspect that your secretary is deciding 
whether he should be allowed to see you. And never let him be put off with the 
phrase, “He’s in conference.” This is suspect even when true. Your secretary should 
be more specific: “He’s discussing the annual sales figures with district managers. 
May he call you later?” Then be sure she sees the call is returned. 


—NPN— 


Suggested Reading; If you’re interested in a good briefing on the complex world 
of electronic data-processing, try “Computers and People” by John A. Postley 
(McGraw-Hill, $6). The author assesses the impact of computers on modern 
business procedures, with special emphasis on the social problems they can create. 
There’s a good sound look to the future, too. 

France expects the expanding oil fields in the Sahara to restore it to the first 
rank of nations. In “Sahara: Desert of Destiny,” author Georg Gerster explains 
how and why. He also takes his readers on a fascinating Cook’s tour of the Sahara’s 
history and scenery. Pleasant, informative, reading. 
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We don’t say you'll need an armed guard 
to take your money to bank... 


But we do say that when you 
pick up a Sunoco Heating Oil 
distributorship . . . 

e You won’t face another Sunoco 
distributor ‘‘across the street’’. 
You'll have your own territory 
to develop and profit from. 


You'll get day-to-day support 
from Sun and the back-up of a 
liberal co-op advertising plan. 
You'll be handling a competi- 
tively priced, quality-blended 
product that Sun is always 
striving to make better. 


e You can get product when you 
need it, from strategically placed 
terminals backed up by Sun’s 
refineries and pipe line network. 


You'll have no trouble with an 
unknown brand name. Sunoco’s 
already a household word that 
means quality . . . to millions of 
people in Sun’s marketing area. 
Want to dig into the Sunoco 
franchise deal? Write to A. L. 
Anderson, Fuel Oil Department, 
Sun Oil Company, Philadelphia 3, 
Pa. He’ll treat your letter confi- 


PIONEERING PETROLEUM PROGRESS FOR 75 YEARS 
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dentially and mark his reply 
“personal”. In Canada: Write to 
C. B. Pitt, Sun Oil Company 
Limited, 85 Bloor St. E., Toronto. 





Keep jobs moving with 
HERMOID Big ff Hose 


Whether you're selling to service stations or fuel oil to homeowners, Thermoid has a com- 

plete line of hose for petroleum service . . . as well as air and hydraulic hose for allied 

applications. Your Thermoid Big T distributor has a complete line in stock for immediate 

delivery. Call on him today for products that have full approval of many of the major oil 

marketers. He also carries a complete line of automotive hydraulic brake parts and fluid, 

brake shoes, fan belts and hose. For more information, write Thermoid Division, hema 
| 


200 Whitehead Road, Trenton 6, New Jersey, or phone JUniper 7-3000. 


HOSE FOR 
TANK TRUCKS 
deliver long service 


QUAPRENE CL TANK TRUCK. Oil-resistant tube 
and cover. Especially suitable for use with high 
speed pumps. Red neoprene cover resists abra- 
sion and weather. Inner construction of cotton and 
wire braid can be reformed to original shape with 
a mallet. Withstands 150 Ibs. working pressure. 
In sizes 144" to 4". 


hermo 





QUAFLEX TANK TRUCK. Ideal for heavy duty suc- 
tion and discharge service. Wrapped cover with 
inner reinforcement of rayon braids and spring 
steel wire. Lightweight and easy to handle, yet takes 
hard usage. Lengths to 50’ in 114" to 4” sizes. 





HOSE FOR GAS STATIONS 
with long-wearing qualities 


PETROLINE CURB PUMP. Designed to withstand 
long, hard usage with molded cover and rayon, 
wire-reinforced, carcass. Flexible for ease of han- 
dling. Available in long lengths; 34” to 1” sizes. 


HOSE FOR 
FUEL OIL DELIVERY 
gives top performance 


FUELMASTER FUEL OIL. Highly flexible and kink- 
resistant with a remarkable ease of handling. Avail- 
able with tightly braided high-tensile rayon cords 
in 2- or 3-braid construction. Static wire woven into 
carcass. Lengths to 175’ in 1" to 144" sizes. 


THERMOID DIVISION p 


HOSE FO 
BUTANE-PROPAN 
resists permeation 





350 L.P. GAS. For vapor release lines and loading 
tank cars, domestic tanks, bottles and cylinders. 
Molded cover with heavy braided rayon construc- 
tion. Tube resists permeation of volatile gas. 
Checked for static conductivity. Non-marking, grey 
neoprene cover. Accepts working pressures to 350 
p.s.i. In 25’, 50’ or 500’ lengths; +2” to 1” sizes. 


L.P. VAPOR LINE. For vapor release lines and load- 
ing tank cars, domestic tanks, bottles and cylinders. 
Molded cover with rayon braided reinforcement. 
Has oil-resistant tube. Has red, non-marking neo- 
prene cover. Accepts working pressures to 300 
p.s.i. In 25’, 50’, or 500’ lengths; 14” to %” sizes. 


p H. K. PORTER COMPANY, INC. 


200 WHITEHEAD ROAD, TRENTON 6, NEW JERSEY 





WHEN YOU SIGN UP as a Sinclair Dis- 
tributor, our job is not done—it’s only 
beginning. Because at Sinclair we are in- 
terested in you and your future. We want 
you to enjoy a long and profitable relation- 
ship with us. 


We offer you... 

e Top-quality products 

e New product development 

e Advice on bulk plant operation 

e Finance and administration counsel 

e Service station development 

e Complete sales training program for dealers 
e A program for your salesmen 


Get the whole picture. Call or write Sinclair 
Refining Company, Manager of Distributor 
Sales, 600 Fifth Avenue, New York 20, N. Y. 





PICTURED is one of the six big modern Sinclair 
Refineries which convert crude oils into fast- 
selling Sinclair Petroleum Products. 


Sinclar 
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‘One Roof’: Bridge to a pot of gold. 
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PLIAGE ER IEG Me 


EDITORIAL 


BUT LOOK 
WHATS THERE 


INDUSTRY 
WEAKNESSES 


‘One Roof’: Prodigious Job Ahead 





HE “ONE-ROOF” organization for oil 

heat is a going organization now—with 
a long way to go. It’s a unified trade associa- 
tion, formed from the merger of two strong ex- 
isting organizations: the Oil-Heat Institute of 
America and the National Fuel Oil Council. A 
president has been selected, Glenn Werly of 
Mobil Oil, with 38 years in marketing. 


Its potential is almost without limit. The 
heating-oil industry, a highly profitable segment 
for many years, is fighting to preserve its posi- 
tion, as it views the alarming specter of natural 
gas, attracting a massive share of the new-home 
business; and the looming specter of electric 
heat, preparing an aggressive drive to capture a 
big share of the home-heating market. 

The primary objective is to strengthen oil 
heat’s competitive ability so that it can meet its 
competitors at least on equal terms. 

Many heating-oil people have become dis- 
couraged in recent years, feeling that the fight 
with natural gas has been lost. Many heating- 
oil people have been indifferent, figuring that 
they'll enjoy the benefits of the present and ig- 
nore the future. 

Another objective will certainly be to whip 
up a strong, fighting spirit among heating-oil 
men by injecting confidence into those of lag- 
ging faith, and awareness into those who are 
indifferent. Fortunately, there is a good base to 
build on here because the Oil-Heat Institute of 
America, through its national office and many 
chapters throughout the country, has done a 
fine job of developing support and helping the 
distributors. Furthermore, there are many opti- 
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mistic fighters among oil-heat distributors who 
have been successful in competing against natu- 
ral gas and who relish the fight. Besides, the 
National Fuel Oil Council has shown the pro- 
motional and advertising possibilities with its 
vigorous work. 

One of the significant problems for the heat- 
ing-oil industry has been lack of coordination 
in this far-flung industry. Several groups and 
organizations have pursued projects, problems, 
and programs of special interest. With the one- 
roof organization, the industry now has the 
apparatus for achieving coordination. 

Two developments are certainly in order. 
First, it will be necessary to launch a dynamic 
program that will capture the imagination and 
support of everyone who makes his living in the 
oil-heat industry. A steady flow of well-publi- 
cized, useful activities will help achieve this. 
Because grass-roots support is indispensable for 
one-roof’s success, these activities must stir the 
interest of thousands of marketers in the field. 

Second, other significant activities in heating 
oil should be placed under the aegis of the new 
organization, probably without any great delay. 
The API fuel-oil and burner-research com- 
mittees, might be integrated into the new organ- 
ization—with no thought of taking anything 
away from anyone. Instead, this would concen- 
trate important activities into one central 
clearing house, making for greater coordination 
and greater strength. 

Oil heat’s future has been improved because 
the one-roof association offers so much poten- 
tial. But to realize that exciting potential, a 
prodigious job must be done. 
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2- POST LIFTS In both series, you get— 


e Conservative engineering, plus famous Wayne qual- 
FROM WAYN FE ity materials—for safety and long service 
e Versatile designs that help you profit more by han- 


. dling more types of vehicles 
New line offers a model ee en ee se 


for every type service operation e Full hydraulic operation...even off-center loads 
are handled safely and easily 
1010 SERIES for combined truck, bus and auto A complete lift package, including oil tank and all 
service... handles balanced loads up to 20,000 valves ; low oil control in tank provided as standard 
lb.... offers a rail configuration for every pur- Option of recessed installation—to give you more 
pose, with wheelbase ranges from 80 to 320 in. free floor space, more usable work area 


1212 SERIES for heavy traffic . . . accommodates Nine bulletins—W-133 through W-141—give specific 
up to 28,000 Ib. balanced load, wheelbases through data on these latest additions to the Wayne lift line— 
320 in. nine new 2-post models in all. Copies free on request. 


WORLD’S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY - Division of Symington Wayne Corporation, Salisbury, Md. - WAYNE PUMP CANADA, LTD., Toronto, Ontario 
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APRIL, 1961 


Washington: New Friends, New Foes 


After two months of the New Frontier, you get a better line 
on the key people, the big dangers. Here’s what to look for 


WERFUL FORCES are reshaping oil’s position 
in Washington. After more than two months of 
Kennedy government, patterns are clearer. 

New friends, new foes emerging from ranks of 
New Frontiersmen. New thinking on oil questions. 
New pressures from established factions. 

Also, a new climate of action and urgency. Says 
a Washington oil rep: “I don’t care if you're a 
Republican or a Democrat, there’s a new breeze 
blowing through this city today.” Adds another: 
“This whole administration is an action govern- 
ment. Kennedy means to shake up the economy. 
This could be both good and bad for oil, I believe.” 

Here’s how many Washington oil people now 
size up the scene: 

e@ White House—President too practical to back 
any “radical” measures now. May hope for some 
business support to copper second-term bid. 

e@ Congress—Slow-moving, much more conserv- 
ative than its predecessor. 

@ Departments—Sound men in key spots (In- 
terior, Treasury, Commerce). But antidepletion 
liberals hold high posts in Treasury. Justice Dept. 
antitrust chief expected to be aggressive. 

e@ Agencies—Could mean trouble. New men in 
Federal Trade and Power Commissions are liberals 
who have criticized existing industry practices. 

@ Elsewhere—Coal and trucking lobbies very 
strong, could squeeze oil industry in many areas. 


The New Look of Washington 

It’s still early to predict oil’s prospects under 
the new administration. In the light of develop- 
ments so far, these aspects stand out: 

Oil problems will be treated in a new spirit. A 
company rep explains, “With this administration, 
it’s not enough to go in with a crying towel and 
tell how much money we'll lose if we don’t get 
what we want. That was what the old administra- 
tion expected. This one wants to know how our 
proposal will affect the national growth, the econ- 
omy, the consumer, employment. These are the 
considerations they base decisions on.” 

Adds an industry man who has also served the 
government, “I think business owes government an 
obligation to make constructive recommendations 
as well as negative ones.” He believes such an 
approach is particularly necessary now. 

Washington oil men claim the industry has never 
asked favors from government—only a fair hear- 


April, 1961 * NATIONAL PETROLEUM NEWS 





MEN TO WATCH IN WASHINGTON 


pasa 


Ma 
STEWART UDALL 
Secretary of Interior 


ESTES KEFAUVER 
Senator (D., Tenn.) 


His S-11 is losing steam, 
but his views on pricing 
are gaining influence 


Regulation by imports 
program gives him great 
power over oil industry 


LEE LOEVINGER 
Antitrust Chief 


PAUL RAND DIXON 
FTC Chairman 


Former Kefauver counsel Liberal jurist, veteran 
and oil critic, has been  trustbuster, he'll police 
strong proponent of S-11 industry pricing practice 











ing. Many believe they'll get that on some areas of 
the New Frontier. But they point out that oil has 
long been a public whipping boy, and they expect 
the whippings to continue. Says a Washington-based 
oil vice president, “It’s one of the penalties of 
success.” 

Oil men will be dealing with a whole new set 
of key people in top jobs, plus a few old faces. 
The complexion of many departments and agencies 
is changing. From White House down, hierarchies 





General 


‘There will be more attention on pricing policies...’ 


(Begins on page 103) 
are being rebuilt. Emphasis is on tighter lines of 
communication, less delegation of authority. 

Regulatory nature of the imports program makes 
Stewart L. Udall the most powerful man in Wash- 
ington from oil’s standpoint. Udall, Secretary of 
Interior, is expected to be more active in oil 
matters than any predecessor in years. He broke 
tradition by naming himself, not a subordinate, 
cochairman of National Petroleum Council. He 
takes a big hand in running the imports program, 
surprised both oil and Interior Department men 
by effecting substantial changes in resid imports 
in time for the period starting Apr. 1 (see column 
at right). 

Most oil people reacted adversely to Udall’s 
appointment because of his unfamiliarity with the 
industry. (“He didn’t know a barrel of crude from 
a barrel of honey,” says one.) Now Udall has wide 
support from Washington oil people. They liked 
his conduct of the marathon 15-hour residual im- 
ports hearing last Feb. 20, and his choice of J. M. 
Kelly, J. R. Parten and J. Howard Marshall as three 
of his lieutenants. All are veteran oil men. 

“Udall has integrity, intelligence, humor, and 
an intuitive understanding of our problems,” says 
a convert. Adds another, “Of course you have to 
remember that fundamentally he’s a damn hard- 
headed, practical politician.” 

Udall’s stewardship over the imports program 
gives him great regulatory power—‘“far more than 
the Texas Railroad Commission ever had,” says one 
industry man. Udall would also be a key figure in 
any efforts toward a national fuels policy. 

Oil has a good chance to win battles in Congress. 
Many of the onetime oil-haters there have mellowed 
or departed. Against a handful of aggressive ene- 
mies, the industry numbers a strong list of friends 
including most East Coast and oil-country Senators, 
vice president Johnson and House speaker Ray- 
burn. 

Here’s how some of the big issues shape up now: 

@ Gasoline tax—Probably won’t be increased. 
Oil stands with consumers on this one. All-out in- 
dustry effort could even end temporary fourth cent 
of tax (see page 110). 

e Minimum wage—Language of act still in 
doubt and under amendment. Impact on industry 
could be limited. 

e@ National fuels policy—Only a study so far. 

@ Depletion—Perennial target, but oil holding 
its own. Senate vote last year was 64 for present 
level, 34 against. Lineup now is 55 for, 32 against, 
13 new Senators uncommitted. 

e@ S-11—Seems to have lost momentum. 


@ Divorcement bills—Scant support, although 
Rep. Roosevelt (D., Calif.) still courts dealers. 

Some of oil’s toughest opposition in Washington 
will come from outside the halls of Congress. It will 
be from factions representing special points of view. 


Coal interests are out to hamstring the oil in- 
dustry, Washington observers say. The strong and 
unified coal lobby began a special offensive with 
the inception of the new administration. Its big 
target is a national fuels policy to assure and con- 
trol each fuel’s share of market. It also backs other 
legislation restrictive to oil—minimum wage on 
foreign-flag tankers, for example—and residual im- 
ports restrictions. 

Antidepletion liberals in the Treasury Dept. could 
be troublesome. Mortimer Caplin, Internal Revenue 
Service head, and Stanley S. Surrey, assistant secre- 
tary of the Treasury, have been critical of existing 
depletion rates. So has Walter Heller, the President’s 
chief economics adviser. 

Federal agencies could be dynamite, it’s felt. 
FPC chairman-designate Joseph C. Swidler and 
new FPC appointee Howard Morgan are considered 
strong public-utility men whose views and actions 
toward oil might be extreme. FTC chairman Paul 
Rand Dixon is a sometime oil critic and proponent 
of S-11. He’s former chief counsel of the Senate 
antitrust (Kefauver) committee and one of the 
original hearing examiners on the Detroit case. As 
FTC chairman, one of his objectives might be to 
overturn the “Good Faith” defense established in 
the Detroit case—the same objective that Sen. 
Kefauver sought through S-11. 

Dixon and Kefauver share the same convictions 
about “administered pricing” in industries like steel 
and oil. So does new antitrust chief Lee Loevinger, 
it’s believed. These three are expected to direct 
much attention to pricing practices in virtually all 
industries. Investigations that culminated in fixed- 
bidding cases against major electrical companies 
have been extended into the food, drug and elec- 
tronics industries. Pricing probes will be a hot 
subject in business in coming months. 


Key Men: Dixon and Loevinger 


Oil marketers need not fear that incoming federal 
trustbusting chiefs plan to single out their industry 
for concentrated attacks. But they can expect plenty 
of activity. There will be more attention on pricing 
policies. And there may be steps to help small busi- 
nessmen to get more protection under the statutes. 

Both Loevinger and Dixon are veteran trust 
busters. Loevinger, a former Minnesota Supreme 
Court judge, has extensive experience in antitrust 
law. Closely identified with Sen. Hubert Humphrey 
(D., Minn.), he advocates private antitrust suits by 
businessmen, and says he hopes to make it easier 
for small business to get effective protection from 
monopolistic practices. 

Dixon has been in Washington since the 1930s. 
For nearly 20 years he was an attorney on the 
FTC’s staff, since 1957 he’s been staff director of 
Kefauver’s Senate antitrust and monopoly subcom- 
mittee. Dixon conducted controversial hearings on 
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“administered” prices foc Kefauver’s subcommittee. 
In his FTC job he'll direct enforcement of the 
Robinson-Patman discriminatory-pricing act. 

As Dixon prepared to move into the FTC, de- 
cisions were made on two important pending cases 
that may help set the commission’s course in com- 
ing months. In mid-March, the FTC ruled against 
“override” commissions paid by rubber companies 
to oil companies (see column at right). Atlantic 
Refining and Shell Oil, named in the FTC com- 
plaints, will appeal this ruling, and it will be up to 
Dixon’s FTC to defend it. Another pending case, 
directly affecting beer prices but more generally 
involving “territorial” wholesale price differences of 
other products, may result in a looser definition of 
how far distributors can go in matching prices to 
regional markets. 

Dixon can be expected to turn the FTC’s atten- 
tion to pricing situations in which competition is at 
a low level and prices are determined by a dominant 
company. He believes that a section of the Federal 
Trade Commission act prohibiting unfair methods 
of competition and deceptive acts is “about as broad 
as you can state it.” This suggests he may attempt 
io attack non-competitive pricing practices under 
this section, on the claim that they keep prices high 
and thus harm the public. 

Dixon, however, denies he will run the FTC as 
a business regulator, and asserts he starts his job 
with no preconceived ideas of wrongdoing in any 
industry. He also promises to speed disposition of 
FTC complaints, many of which take years before 
the commission makes a ruling. 

The Justice Department will show a new hes- 
itance to sign consent decrees in antitrust cases. 
Loevinger will scrutinize the department’s attitude 
toward out-of-court settlements from two angles: 
whether too many decrees have “locked-in” sit- 
uations, which the government can never attack 
under the antitrust laws; and whether too many 
small businessmen damaged by illegal activities 
have been prevented from claiming damages be- 
cause consent decrees were reached by the govern- 
ment. 

These two factors are related. When the govern- 
ment signs a decree with a defendant in an anti- 
trust case, the defendant admits no guilt, and agrees 
to stop practices that the government claims are 
illegal. But the government cannot bring a later suit 
on the same charges. Because there is no admission 
of guilt, other businessmen injured by the illegal 
practices cannot sue for triple damages without first 
proving guilt—a task that can be lengthy and ex- 
pensive. 

Loevinger believes some provision should be 
made to allow injured parties to sue for damages 
without going through expensive litigation. This 
could be done by Justice Department insistence that 
an admission of liability under triple-damage pro- 
visions of the antitrust acts be inserted in consent 
decrees. Justice did just this in an asphalt price- 

(Continued on page 106) 
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FTC Bans Override 


TBA commission plan is outlawed, 
but lengthy appeals are under way 


THE SALES-COMMISSION plan of TBA mar- 
keting, sometimes called the commission-override 
plan, has been declared inherently illegal by the 
Federal Trade Commission, because it allegedly re- 
sults in restraint of trade. 

A ruling issued March 14 in two cases condemns 
commission contracts between Atlantic and Good- 
year and between Shell and Firestone. (A third case 
involving Texaco and Goodrich was remanded to 
the hearing examiner for more evidence.) 

Although the decision ends eight years of hear- 
ings and investigation, the issue is by no means 
settled. The oil companies involved don’t agree 
with the FTC. They are appealing the adverse 
ruling—which comes to them as no great surprise 
—to the federal courts. 

That will take a few more years, and in the 
meantime they and some 30 other oil companies 
(see NPN FactsookK—May ’60, p223) are ex- 
pected to continue TBA marketing on a commis- 
sion basis as in the past. 

(For a detailed analysis of the implications of 
the FTC ruling, see next month’s NPN.) 


New Imports Rules 


They broaden the supply base 
of the program for residual 


THE RESID-IMPORT PIE will be sliced into 
more pieces under revised regulations issued last 
month by Interior Secretary Udall. Here are the 
big features of the new rules: 

e As of April 1, imports are to be determined 
on an annual basis, rather than quarterly. 

e@ Total maximum import level is 461,427 b/d. 

e PAD District 1 allocations will be based on 
Bureau of Mines estimates. Import allotment will be 
equal to the difference between the Bureau’s total- 
demand forecast and estimated domestic production. 

e “Historic” importers, who have had the 
whole resid pie until now, get 85% this year. This 
will drop 3% each year. 

e In District 1, newcomers can get into the pro- 
gram if they control a deepwater terminal. Their 
share will be determined on a sliding scale. 

e@ Under-importing is allowed, but percentage 
maximums are given for each quarter: 20% in the 
first, 16% in the second, 27% in the third, and 
37% in the fourth. 

e@ For hardship cases, the Import Administra- 
tor will reserve 2% of the total from the amount 
allocated from Oct. 1, 1961 to March 31, 1962. 
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fixing case in Boston, allowing states and cities to 
make damage claims. 

Loevinger said he would make three proposals to 
Attorney General Robert F. Kennedy regarding de- 
partmental procedure in reaching consent decrees. 
The proposals are: Public release of consent decree 
terms before signing; an opportunity for interested 
parties to file comments on proposed decrees; and 
an explanatory memo by Justice accompanying de- 
crees that set forth reasons for reaching the agree- 
ment. 

Significantly, Loevinger believes mergers of small 
businesses may actually improve competition instead 
of harming it. Attitudes toward small business are 
described by Loevinger as “perhaps one of the most 
difficult problems of antitrust enforcement.” There 
are ‘times, he feels, when activities among small 
firms are appropriate that might be illegal if car- 
ried out by big companies. He suggests new laws 
might be necessary to distinguish between antitrust 
violations by large organizations and violations by 
small ones. 


ASIA Calls Truce 


Parts wholesalers vote to stop 
opposing majors’ TBA marketing 


IN A SHARP reversal of former attitude, the board 
of directors of the Automotive Service Industries 
Assn. (ASIA) has voted to halt its “militant” efforts 
to obstruct TBA marketing by major oil companies. 

In recent years ASIA has made common cause 
with the National Congress of Petroleum Retailers 
in charging that oil companies “coerce” their deal- 
ers into buying only TBA products sold by the oil 
companies. The two groups have jointly sought 
remedial action before Congressional committees, 
the Federal Trade Commission, and the Depart- 
ment of Justice. 

Most recent of many moves was the joint forma- 
tion last fall of a committee, called the Freedom 
Council, to act as a sort of clearing house for 
coercion complaints. It was expected that the com- 
mittee would carry on the fight against oil companies 
by collecting examples of oil-company pressure on 
dealers to buy specified lines of TBA merchandise. 

In a recent exchange of correspondence between 
Victor L. Toft, chairman of the Freedom Council, 
and George McDaniel, manager of dealer-distribu- 
tor relations for Mobil Oil Co., Toft takes a more 
peaceful approach. He suggests there’s room for 
both oil companies and automotive wholesalers as 
suppliers to service stations. 

In his response, McDaniel urges that both sides, 
along with other segments, might well join in an 
effort to build up the station operator as a better 
retail merchant. In effect McDaniel suggests that 
service stations can be better customers for all when 
they’re run by more competent dealers. 


Phillips Enters East 


Some 1,000 stations in 3 years 
is Phillips’ mid-Atlantic goal 


PHILLIPS Petroleum Co. has launched a market- 
ing drive in the mid-Atlantic states with plans for 
1,000 retail outlets there in three years. The area 
includes Maryland, Delaware, District of Colum- 
bia, northern Virginia, eastern Pennsylvania, and 
southern New Jersey. 

Directing the drive is George E. Glatfelder, senior 
assistant sales manager. Phillips has opened a Balti- 
more sales division office in Towson, Md., headed 
by N. W. (Dan) O’Haver, former division manager 
in Raleigh, N. C. 


How Phillips Will Operate 


As usual, Phillips intends to market wherever 
it can through jobbers. First to sign up with Phil- 
lips is a big one—S54.5-million gal. of product last 
year—Aero Oil Co., Dave DeTar’s outfit of New 
Oxford, Pa., and an affiliate, Blue Ridge Oil Co., 
Frederick, Md. (NPN—Feb. p70). Through Aero, 
Phillips is supplying nearly 200 service stations in 
nine Pennsylvania and Maryland counties. 

Aero is a plum for Phillips. DeTar had been an 
Atlantic jobber for 15 years, and more than a dozen 
companies had been trying to sign him up. Phillips 
gave Aero a 10-year contract. 

Phillips has made arrangements with Hess Inc. 
for use of terminal facilities in Baltimore. Product 
will come by tanker from Phillips’ refinery in 
Sweeny, Tex. 

At a press conference announcing the drive, 
Glatfelder said heating oil would be “the most lucra- 
tive” and “certainly the largest volume” product 
Phillips markets in the area. 

Phillips will offer “no price protection,” says 
Glatfelder. It will not fair-trade in Pennsylvania, 
most likely. As for New Jersey, “I don’t say we 
won't fair trade there,” he says, “but our price 
would probably be the same as those who do.” 

Asked if loss of business in Florida had anything 
to do with Phillips’ decision to enter the mid-Atlan- 
tic area now, Glatfelder said, “Florida has been 
slipping back since 1957.” He refused to concede 
that Phillips had been edged out by Sunoco, remark- 
ing “people seem to have some doubt that there is all 
that in one pump.” 


Where Phillips Stands Now 

The mid-Atlantic campaign puts Phillips in 40 
states with more than 20,000 outlets. The only 
continental states Phillips doesn’t market in are the 
six New England states, New York, and California. 

Glatfelder says Phillips hopes to get to northern 
New Jersey and New York “some day,” but de- 
clined to say when. 
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BIG FOUR: Key men in development of new 
‘one-roof’ fuel-oil trade association are presi- 
dent Glenn Werly, sparkplug Len Marschman, 
and experienced staff men Charles Burkhardt 
and Fred Burroughs 


National Oil Fuel Institute: A New Era 


The heating-oil industry's new unified trade association is getting 
into gear under president Glenn Werly. The accent is on service 


THE HEATING-OIL industry is on the threshold 
of a new era, marked by the formation of a unified 
trade association: National Oil Fuel Institute. 
If the new organization proves to be a successful 
vehicle, the new era will bring renewed strength, 
progiess, and profitability to an industry that has 
watched complacently as vigorous competitors over- 
took it. If the oil-heating industry is not revitalized, 
the outlook is overcast, comparable to coal’s sinking 
position as a home-heating fuel a quarter of a cen- 
tury ago. That’s the estimate of informed industry 
observers as the new organization comes into being, 
formed by the merger of the National Fuel Oil 
Council and the Oil-Heat Institute of America. 


A Two-Stage Program 

A two-stage program is shaping up for NOFI. 
The first stage will be the transitional period, lasting 
the balance of 1961. The next stage will see the 
evolvement of a new, broad plan, probably in 1962. 

The immediate problem is proper staffing, NOFI 
president Glenn L. Werly told NPN. “The quality 
of the staff will determine the effectiveness of the 
new organization” says Werly. “We have some fine 
people in the two organizations which merged. I 
want to get them under one roof.” 

Key staffers chosen by Werly are Charles H. 
Burkhardt, OHI managing director, to be NOFI 
vice president and managing director of marketing- 
distribution and equipment-technical; Fred S. 
Burroughs, NFOC secretary, to be NOFI secretary 
and managing director of promotion-communi- 
cations; and Ralph Hartell, also from NFOC, to be 
communications director for all NOFI divisions. 

Robert Gray, president of NFOC, said he would 
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not be able to serve in the new organization. 

“T hope to have the advice and counsel of Bob 
because of his many years’ experience,” says Werly. 

The next problem, says Werly, is the effective 
assimilation of both organizations “into a proper 
pattern.” 

“My purpose and ambition is to meld together 
at the earliest possible moment the functions of the 
two organizations so that they will render a maxi- 
mum of service with a minimum of conflict,” says 
Werly. 

“I want to continue both programs as though 
nothing had happened, so there will be no breach 
in the service,” says Werly. “For the immediate 
future, there will be no perceptible change. We 
shouldn’t break off existing programs until we have 
longer-range plans. My plan is to let these programs 
continue through 1961. Meanwhile, we hope to cast 
a plan for 1962 in its entirety. 

“Assimilating the two organizations will require 
a little give and take. There are some strong per- 
sonalities, which is a good thing to have; so we 
want to achieve a cooperative basis.” 


Competition with Natural Gas 

How will the new organization meet the com- 
petition of natural gas, which is grabbing an in- 
creasingly large share of new-home business? 

“The real substantial defense against competitive 
heat is those people who are using oil and are satis- 
fied,” says Werly. “The big area is proper service 
on the part of oil dealers—either their own or 
through another organization. 

“You can advertise oil heat all you want to. But 
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if the customers are not satisfied, you are in a hell 
of a spot. 

‘Satisfied customers are the foundation we have 
to build on. 


“In gasoline marketing, we have been beating 
our breasts for years about the need for proper ser- 
vice. If a service station dealer loses a customer, it 
dcesn’t mean he’s lost to the industry because he'll 
go to another station. 


“But in the heating-oil industry, the hazard is 
g-eater. Not only is a dissatisfied customer lost to 
the dealer, he may be lost to the industry.” 


What Problems NOFI Faces 


As Werly takes over, these problems face the 
heating-oil industry: 

e@ Threat of competitive fuels — Both natural 
gas and electric heat are pressing strong campaigns 
to take business away from oil heat. In some areas, 
gas has been spectacularly successful; in most areas, 
it’s a definite threat. 

Thus oil heat has a mighty task of selling home- 
builders and contractors on oil-heat installations. 
This is being done, but on a relatively small scale. 

e@ Advertising and promotion — Heating oil is 
handicapped by the lack of an effective national ad- 
vertising and promotional program comparable to 
that of natural gas. 


Many good local campaigns have been developed, 
but there’s no general theme or unifying format to 
tie. them together forcefully. 


e@ Technological retardation—Until recently, no 
significant technological advances in burner equip- 
ment had been made in two decades. As natural 
gas became stronger, the need for more effective and 
cheaper burner equipment grew urgent. 

A $500,000 research program, under API aus- 
pices, is being carried out this year as the beginning 
of a serious industry research effort. This is aug- 
mented, of course, by the numerous research activi- 
ties of individual companies. 

e Public reaction — This problem is complex 
because of several factors. 

First, through creative promotion, both natural 
gas and electric heat have conjured a popular image 
as modern fuels, to the detriment of oil heat in 
some regions, even though oil heat is cheaper and 
better in many of those regions, observers explain. 

Second, the timing of some price increases and 
the demand by the Kennedy administration that oil- 
heat prices be investigated have inspired charges 
that the public is being gouged. Rebutting this, Esso 
president W. W. Bryan states that prices historically 
have risen and fallen and that there’s no appreciable 
change from five years ago. 

Third, in some areas distributor margins are con- 
sidered too high, industry critics arguing that this 
makes oil heat vulnerable to competition. 


The Oil Fuel Institute not only has those prob- 


lems to deal with, but there’s a big organizational 
job. While many suppliers, distributors, and manu- 
facturers belong to it, there are many who don’t. It 
will not be completely representative, informed ob- 
servers say, until all significant suppliers, more man- 
ufacturers and more distributors are in. 

There’s also the question of the West Coast, 
which has a separate program and separate OHI 
activities. Will “one roof” eventually embrace them? 
Will the API research program and the API fuel- 
oil committee activities be shifted to the Oil Fuel 
Institute? 

(For a discussion of the task facing NOFI, see 
see editorial, “One Roof: Prodigious Job Ahead,” 
page 101.) 

Reaction to the name of the new organization is 
mixed. Some dealers feel it is awkward. Other 
marketers consider it fittingly descriptive. 

The name signifies the scope. While oil heat is 
of immediate interest, the organization will be set 
up to cover the whole range of fuel oils. 


Industry leaders hailed the new organization as 
“a progressive step.” In the field, though, line mar- 
keters are not yet very familiar with the organiza- 
tion or its significance. 


How NOFI Got Started 


NOFI is the culmination of the efforts of many 
marketers over the past few years, intensified in the 
past three years. Not until a task force was set up 
under Len Marshman, Mobil Oil, was any real 
progress made. Marshman was the spark plug. 


In 1958 the idea began to take shape, but there 
was strong opposition to a merger. In 1959 the 
“one-roof” proposition was adopted by the API as 
a recommendation, subject to acceptance by the 
two organizations. Target date for fulfillment was 
mid-1960. 


Again the project bogged down. A “last call” 
appeal by Marshman last November at an API 
meeting triggered a burst of effort that led to 
NOFI’s establishment. 

As a touch of industry irony, the man most re- 
sponsible for the new organization, Marshman, was 
not present to witness fruition of his long, wearying 
labors. Mobil promoted him from manager of 
wholesale planning to manager of crude-oil and 
gas-liquids department on the West Coast, outside 
“one roof’s” immediate scope and even outside 
marketing. 

So, Mobil has made a big contribution—Marsh- 
man the catalyst and Werly the president. 

While Werly has been described as “a gasoline 
man” because of his experience in retailing, his 
supporters call him ‘a complete marketer.” 

Werly has been associated with Mobil’s market- 
ing 38 years, for the past four years as general 
manager of marketing. “I have spent a lifetime in 
marketing,” says Werly. “I believe there are many 
compatible areas between my background and this 
field.” 
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TWIN TANKERS of Imperial Oil are being 
lengthened together. New section goes in 
where each is cut apart across beam. They'll 
be 411% ft. longer (29912 ft.), will carry up 
to 7,500 bbl. more oil products 





AMERICAN Oil Co. has launched 6-week crash 
program to install new signs at all stations. 
These are by Tel-A-Sign, Chicago. National 
brand advertising begins in May 


SKID-TYPE outlet of advanced 
design was put up for less than 
$15,000, including land and 
equipment. Pumps and island 
office are on skids, but main 
building is not portable. Tanks 
are buried to meet codes. This 
one’s on Dallas outskirts. 
(For all about skids, see NPN 
—June, July 59) 
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A SPECIAL EDITORIAL: 


Marketers Beware 


ve CAN DO SOMETHING to help prevent the 
overtaxing of gasoline, already taxed to a 
dangerously high level. Studies show that motor- 
ists think the tax is too high, and that con- 
sumption has been affected. 

Your Congressman probably will be home 
from Washington for the Easter recess. Get in 
touch with him personally, particularly if 
you're a jobber or consignee. Remind him that 
constituents think gasoline taxes are too high. 
Urge him to support the present law that allows 
the federal “gas” tax to go back to 3¢ on July 1. 


eile, 


Editor 








Marketer's Bookshelf . . . 


HOW TO MANAGE YOURSELF. Edited by Med 
Serif, assistant manager, business research and educa- 
tion, Cities Service Co. 106 pages. Cities Service Co., 
60 Wall St., New York 5, N.Y. Free. 





THIS PITHY paperbacked volume is a compendium 
of articles on self-management that first appeared in 
the monthly Cities Service Distributor. Its 16 chapters 
cover many areas: cutting deskwork, staying healthy, 
giving a speech, remembering faces, making decisions, 
and more. All are arts the effective oil marketer should 
have. This little book will help in acquiring and im- 
proving them. 
* 

THE POWER OF BLACK. By “M. B. Longman.” 472 

pages. Rudo S. Globus Inc., New York. $5.95 
OIL MEN with the time and inclination for fiction 
will be intrigued by the promotion behind this novel. 
“M. B. Longman” is explained to be the pseudonym 
of two men: one “a major American writer, a master”; 
the other “one of the key figures in the oil industry 
who undoubtedly you know as you do the fingers on 
your hands.” 

The major writer, so-called, does well to remain 
anonymous. His book is a soggy collection of oil 
clichés, epic-novel stereotypes, obvious symbolism and 
plain bad writing. The collaborator has supplied some 
historical props readily available in any of the standard 
petroleum histories. 

The story is the saga of an oil family growing filthy 
rich but rotten at the core. The sex scenes are many 
and lurid. The portraits of real oil figures are heavy- 
handed, transparent, and uncomplimentary—especially 
the apparent attempted likenesses of Calouste Gulben- 
kian and J. Paul Getty. They are cardboard figures in 
a cardboard world. The authors have succeeded in 
removing the real excitement, virility and dignity from 
oil’s past, reducing it all to a sensational, potboiling 
sham. —J. T. BETHELL 


a In case you missed it... 


mA U.S. district court has dismissed, without 
prejudice, charges against Texaco in West Coast 
antitrust suit begun in 1950 against seven oil ma- 
jors. The six other defendants accepted consent 
decrees in June, 1959. 


Union and Tidewater are testing food-vending 
machines at West Coast stations. The coin-operated 
vendors dispense staples and refrigerated foods. 
Scene of the tests is Long Beach. 


Miami, Fla., has refused to permit Food Fair 
supermarkets to install gasoline pumps in their 
parking lots. 


Florida Southern Oil Co., subsidiary of Frontier 
Refining (Denver), has acquired seven Florida serv- 
ice-station outlets and sites—three in Jacksonville 
and two each in Fort Pierce and Fort Lauderdale. 
They'll market under “Beeline” brand. 


Sales of gasoline and other products at U.S. 
service stations in January dropped to $1,367-mil- 
lion from $1,506-million in December, but rose 
from $1,356-million in January 1960, the Census 
Bureau reports. 


Stepan Chemical Co. has called off plans to 
manufacture tetraethyl lead (TEL) and tetramethyl 
lead (TML) under an agreement with Soc. Lavora- 
zioni Organiche of Italy. (NPN—March p94). A 
spokesman says it is evaluating new processing 
methods. 


Gasoline on sale at service stations in February 
averaged 99.3 octane for premium and 92.6 octane 
for regular, says Ethyl Corp. The premium average 
was unchanged from January and from a year ago. 
The regular average was unchanged from January 
but 0.3 octane above a year ago. 


Federal gasoline tax collections for the three 
months ended Dec. 31, 1960, were 31.4% higher 
than a year earlier, the Internal Revenue Service 
reports. Collections on gasoline were $634,787,000. 


Phillips Petroleum has filed an answer to an anti- 
trust suit, admitting its acquisition of Union Oil 
(Calif.) stock but denying the Justice Dept.’s allega- 
tion that such acquisitions would restrict competi- 
tion. 


Five Michigan residents have split $1,550 in cash 
rewards for helping solve crimes against service 
stations. The rewards are the first paid under an 
American Petroleum Institute experiment aimed at 
protecting service stations from felonies. 

The money was paid through the Associated 
Petroleum Industries of Michigan, serving as the 
experimenter for the API program. 


NATIONAL PETROLEUM NEWS ° April, 196] 





“Change the front tire, 
change the oil, 
and if I’m not back in 15 minutes, 
feed him!” 


























THERE’S NO BUSINESS LIKE THE OIL BUSINESS... 


and there’s no telling what special services you'll be giving next. 
But you can always count on the special services you'll be getting 
when you are supplied by Ashland Oil. As the nation’s largest 
independent supplier of petroleum products, Ashland Oil & 
Refining Company understands and respects your independence. 
Here are just a few of the benefits you get from a working agree- 
ment with us: 


* You are your own boss * You choose the marketing program that best 
suits you ® You get effective merchandising and selling tools * You get 
products of highest quality . . . developed and test-proved by Ashland’s 
outstanding technical and engineering staff. 


For complete information on how Ashland’s sales program for independent 
marketers can benefit you . . . write, wire or phone us today! 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue—CINCINNATI, 0., 
1402 Federal Reserve Bank Bidg—CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., Standard Bldg —DETROIT, 
MICH., Dearborn P. 0. Box 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, O., P. 0. Box 210—FREEDOM, PA.—LOUIS- 
VILLE, KY., 1202 S. Third Street-—NASHVILLE, TENN., 5 Main Street-—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 


Yke Independent Supplier for Independents 


April, 1961 * NATIONAL PETROLEUM NEWS 





Latest in an NPN series on new pricing methods .. . 





How the Phillips ‘Jobber-Based' 


» Inside story on details of the plan—and its future 


Special report begins this page 


» How the plan is working in key Midwest markets 


On-the-spot surveys begin on page 114 


>» What Phillips’ top marketer thinks about pricing 


= of some dealer and jobber unrest, there’s 

a semblance of price stability today in Okla- 
homa’s historically chaotic gasoline markets. One 
observer even says the Sooner State market is 
“closer to perfection than it has ever been.” 

The reason for both the unrest and the stability, 
most agree, is Phillips Petroleum’s new wholesale 
pricing system, introduced in mid-1960. After trials 
in Oklahoma and Kansas, the system is now being 
extended to adjoining Midwest states. 


The Phillips plan is an area pricing system that 
does away entirely with tank-wagon postings, using 
a jobber base price instead. It’s a throwback to the 
old tank-car pricing system. Its use in the Midwest 
parallels the use of other forms of area pricing in 
the East and Northwest.* 


Since the plan’s debut in Oklahoma, there have 
been fewer and less severe price wars. Supplier 
“price protection” to retailers has virtually dried 


Ted Lyon of Phillips: “We don’t even use the 
word ‘tank-wagon’ at Phillips any more” 


Exclusive interview begins on page 117 


up. There is an air of more responsibility now at 
all levels, and among various types of marketers. 
There is turmoil, too. 


In Shawnee, Okla., over 30 dealers locked up 
their stations in protest. They believed private 
branders were buying too far below the major- 
brand level. They re-opened a few days later. 

In Oklahoma City, as “mass meeting” of jobbers 
was held late in February to protest increases some 
felt they and their dealers had had to absorb. 

There were indications that the “more mature” 
private branders were growing nervous over sta- 
tion volume declines at some points. 

Despite such rumblings, Oklahoma marketers 
generally endorse the philosophy behind the Phil- 
lips plan. They think it has helped the Oklahoma 
situation. 

Plans call for the system to be territory-wide in 
Phillips’ 39-state area within one to two years. 

Features of the plan include: 

e No provisions for subsidies or guaranteed 
margins of any kind. 

e “Zoning” marketing areas to determine whole- 
sale (jobber) prices into given areas. 

e@ Provisions for adjusting jobber prices to meet 
competitive wholesale (but not retail) price condi- 
tions in the zones, with adjustments “feathered out” 
in adjoining zones. 

Its objectives include: 

e@ Complete elimination of price protection. The 
theory is that this will stabilize retail markets, and 


*For details on other systems, see earlier reports in 
this series on pricing: NPN—Apr. ’60 p155 (“New 
Insights Into Pricing”); Nov. 60 p98 (Mobil Plan 
in Northeast and Northwest); Dec. 60 p100 (Esso 
Plan in Carolinas); Jan. p21 (Standard of California, 
Mobil, Texaco and Shell Plans on West Coast); 
Mar. p95 (Shell Plan in Chicago). 
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Phillips divides markets into zones to determine jobber prices in given areas. Tank-wagon prices are eliminated 


improve the profit picture for all three elements— 
the supplier, jobber and dealer. 

@ Recognition of subnormal pricing at the job- 
ber level only, with provisions built in through grad- 
ual adjustments in adjoining zones to prevent vol- 
ume drainage and cross-hauling. 

e An attempt to get oil pricing on the same 
basis as in other industries, with each ele- 
ment “standing on its own.” 

“Our plan is simply an attempt to put the re- 
sponsibility of retail pricing in the hands of retailers 
where it belongs,” says E. H. (Ted) Lyon, Phillips 
sales vice-president. He believes past attempts to 
price through “the antiquated tank-wagon method” 
and subsidies have proved “a miserable failure.” 

Lyon admits the system completely reverses past 
pricing policy of his company as well as others. He 
realizes this has brought about some confusion in 
Oklahoma, but he thinks the plan will work and 
claims it has already proven successful. He thinks 
it—or something like it—has to work. The sup- 
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plier’s gross profit margin between crude costs and 
product prices he says, has shrunk to a point where 
supplier’s can no longer afford to “hold an um- 
brella” over distributors. 

Not many argue with Lyon’s philosophy. But 
some doubt if he can put it into practice, in an in- 
dustry used to the idea of “supplier protection.” 

Lyon and other Phillips people say their distribu- 
tors have accepted the philosophy and the plan. 
They claim the distributors are happy with it, and 
say all three elements are realizing better profits. 
Lyon sees a troublesome transition period in any 
area where the plan is tried, but believes determina- 
tion will make it work. 

A look at developments in Oklahoma shows why 
Lyon is optimistic about the plan. 

Oklahoma Story—Ever since its great oil fields 
were developed in the Twenties, Oklahoma has 
been one of the most volatile price areas in the 
nation. Many independents and some majors were 
conceived and reared in Oklahoma. Often, they 





‘This plan, or something similar, is the ultimate 


(Begins on page 112) 
used a quick price trigger to gain attention in their 
early days. 


During the first half of 1960, price wars prevailed 
over most of the state. There was a 49-day siege of 
subnormal pricing statewide, when pump postings 
dropped to 20.9¢ gal., including 10.5¢ tax. In some 
areas, they went lower. 


During this period, Lyon reports, Phillips spent 
over $1-million in subsidies. A competitor ranking 
near Phillips in volume reported its tab at slightly 
under $1-million. Other suppliers reported smaller, 
but still heavy, losses. One semi-major reached the 
point where it could no longer protect its distribu- 
tors, and advising them to switch suppliers if they 
wanted to. 


After the Phillips plan was instituted, major- 
brand pump postings generally rose to 32.9¢ and 
33.9¢ for housebrand. Semi-majors (like Champlin, 
Deep Rock, Fina, Anderson-Prichard) dealers gen- 
erally raised their postings to 31.9¢ and 32.9¢. The 
private branders (like Hudson, Knox, Pemco, Qual- 
ity) followed with 30.9¢. Unbranded marketers with 
skid-mount and “dog” outlets moved to 29.9¢ and 
30.9¢. 


Sniping soon started, particularly in Oklahoma 
City, Shawnee, and some smaller towns. There were 
cases of a few sharp cuts, ‘but they lasted for very 
brief periods. Mostly, there were 1¢, 2¢, and 3¢ cuts 
here and there. A notable exception has been Shaw- 
nee (see below). 


Despite these fluctuations, all types of marketers 
in Oklahoma agree on one thing. They say suppliers 
generally have refrained from granting subsidies or 
protection. By and large, jobbers and dealers ap- 
parently have absorbed the pump reductions. 


This is what caused some of the turmoil. 


What The Jobbers Say 


For the most part, Oklahoma jobbers say they 
agree with the basic principle of the Phillips’ plan. 
They look on price protection as an evil that fos- 
ters price wars. Some aren’t sure the Phillips formu- 
la is the answer, but they are ready to accept the 
philosophy behind it. 


Some claim the plan is not as perfect as it sounds. 
A few think a “squeeze” is being applied. Margins 
have shrunk in some instances. A number report 
losses in net profits; one claims his losses are run- 
ning $2,500 to $3,000 a month. 


On-the-Spot Reports: How the plan works in key markets 


Shawnee, Okla.: Which side 
will give in first? 


SHAWNEE, OKLA., a city of about 
25,000, lies roughly about 50 miles 
east of Oklahoma City. Shawnee 
doesn’t have much for its Chamber 
of Commerce to beat the drums 
about, but it does have 90 to 100 
service stations that can out-fight a 
pack of cats and dogs. 

Shawnee had about a 30-day per- 
iod of “normal” prices after the Phil- 
lips plan was started there. Since that 
initial period, its prices haven’t been 
anywhere near normal. Major-brand 
dealers, about 30, got so mad at one 
point they locked up their stations. 

They took out a full-page adver- 
tisement at the time, and charged 
their suppliers were selling “independ- 
ents” at prices way below what they 
were being charged. This, they said, 
enabled the independents to cut prices 
which they could not meet. 

These major-brand dealers kept 
their stations closed for two or three 
days, then they re-opened. Despite 
their actions, suppliers refrained from 
putting “competitive price protection” 
in effect in Shawnee. Prices have re- 


mained depressed, with jobbers and 
dealers sharing the cost of meeting 
the “independent” competition. 

So far, at least one subjobber for 
a semimajor has gone out of business 
in Shawnee. An Anderson-Prichard 
dealer estimates that 50% of the 
dealers in the town are making $200 
or less per month. A real good dealer, 
he says, would do good to clear $400 
to $500. About half of the stations, 
he says, aren’t doing over 5,000 to 
6,000 gal. per month. 

The independents, or private-brand, 
stations causing most of the trouble 
in Shawnee are on the outskirts of 
town. They aren’t the well-known pri- 
vate brands, but the “self-serve” or 
skid-type outlets. On Feb. 16, these 
outlets were posting 25.9¢. Some 
major-brand postings were 28.9¢ or 
29.9¢. There were a few scattered 
30.9¢ prices. For a jobber to get 
3.25¢ margin, and a dealer 5.5¢, a 
major-brand station in Shawnee would 
have had to post 32.9¢. 

The only difference in the Shawnee 
picture today from what it was be- 
fore the Phillips plan started, lies in 
the area of price protection. There 


are obviously too many service sta- 
tions in Shawnee, and it has a long 
price war history. 

A couple of Shawnee jobbers, al- 
though they have suffered, speak well 
for the Phillips plan. They believe the 
major-brand dealers, long accustomed 
to price protection, think they will get 
it again. After 10 months they still 
aren’t convinced there’s a “new pol- 
icy.” They believe the major-brand, 
and the independent-brand, dealers 
will eventually accept this, and then 
Shawnee’s troubles will clear up. 

Some don’t believe the Shawnee 
problem centers entirely around the 
private brands, as some dealers claim. 
They think that if the skids and self- 
serves were ignored, there would be 
little drainage of major or independ- 
ent-brand volume. 

Meanwhile, as far as Shawnee is 
concerned, it seems to be a case of 
which side will give in first. Will some 
supplier put competitive allowances in, 
or will the dealers finally decide no- 
body is going to? 

Despite major-dealer claims, their 
jobbers doubt that the private-brand 
marketers are enjoying any wide mar- 
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The average Oklahoma jobber doesn’t single out 
the Phillips plan in relating his woes today. Some 
interviewed by NPN weren’t even aware there was 
such a plan. They were aware that supplier protec- 
tion had disappeared. Some were bitter about a 
0.5¢ gal. tank-wagon increase last August, which 
they said they had to absorb. 

Phillips theoretically had nothing to do with this 
since it no longer has a tank-wagon price in Okla- 
homa. But jobbers who complain say the major sup- 
pliers have company or commission-operated sta- 
tions in the major markets. These stations, some 
claim, determine retail prices since an independent 
lessee can’t afford to price above them. The com- 
plaining jobbers say these company-connected sta- 
tions did not increase their postings so the tank- 
wagon increase could be passed on to the consuming 
public. 


Some also complain that major suppliers sell un- 
branded jobbers too far under their price. This, they 
believe, sets the stage for the “cut-price” operator 
to get too far below major-brand stations, so that 
major jobbers have to meet the price competition 
at their own and their dealers’ expense. This is 
where some believe “the old squeeze-play” is being 
applied. 


Special Report 





answer to our problems,’ says a Phillips jobber 


But still you get comments like these from Okla- 
homa jobbers: 

“The plan is sound if every company will adopt 
it and put everybody on it,” says Bill Haney, an 
Anderson-Prichard jobber in Shawnee. “That is the 
trouble with it now. Everybody isn’t on it. Unbrand- 
ed jobbers are buying from Phillips and others below 
the major-jobber price. I agree that price protection 
is an evil.” 

“This plan, or something similar to it, is the ul- 
timate answer to our problems,” says Sid Vanderver, 
a Phillips jobber and one of Haney’s competitors 
in Shawnee. Vanderver also says it’s true Phillips 
is selling unbranded jobbers below his price. But 
he thinks the difference isn’t over 0.75¢ to 1¢ gal., 
and thinks this is a fair differential in view of the 
value of a brand, cooperative advertising, credit 
cards, and so on. He does say he wouldn’t stand 
for anything over 1¢ a gal. 

“Theoretically, the plan is a wonderful idea. 
Competitive allowances are bad. But, there is a 
dangerous aspect to these noble experiments,” says 
H. H. Edwards, a Deep Rock jobber in Oklahoma 
City and president of the Oklahoma Oil Jobbers 
Assn. “If no allowances becomes a real firm policy,” 

(Continued on next page) 





gin over them in Shawnee. If they 
should learn differently, Oklahoma’s 
territorial Indian wars of bygone days 
might look mild in comparison, be- 
cause they have suffered. 

Some believe suppliers other than 
Phillips have been cautious for two 
reasons about granting aid in Shaw- 
nee: (1) They want to give the plan 
every chance to work, and (2) they 
fear a wide-zone Phillips reduction at 
the wholesale level. By the time the 
reduction was feathered out to ad- 
joining zones, much more than just 
Shawnee would be affected. 

Shawnee, incidentally, has been one 
of the “moonlighting” areas that the 
Phillips plan is designed to eliminate. 
Some believe much of its troubles in 
the past have been caused by an 
operator who would haul gasoline out 
to “normal” markets after getting the 
Shawnee market down. 


Oklahoma City: ‘Cleaner’ since 
the Phillips plan went in... . 


ON OKLAHOMA CITY’s_ Broad- 
way Ave., two female major-brand 
service-station dealers have just about 
driven male marketers out of their 


minds in the past few months. Despite 
the Phillips plan and other efforts to 
stabilize the city’s perennial price 
problem, these two ladies have in- 
sisted on posting 2¢ to 3¢ under the 
market. 

They aren't the only ones affecting 
the Oklahoma City market today, but 
they are perhaps symbolic of what 
the city has long faced. It is a market 
that has always seemed to have more 
than its share of mavericks. 

Anybody of consequence who mar- 
kets in Oklahoma feels he has to be 
in Oklahoma City, an area of about 
a half-million population. 

In its metropolitan area, there are 
roughly 726 service stations, not 
counting some hole-in-the-wall out- 
lets. About 444 fly miajor-brand 
flags. Another 180 are “branded inde- 
pendents.” The remaining 102 are 
the private brands. Marketers say 
each group has its share of “hard- 
heads.” 

Through the first half of 1960, 
Oklahoma City prices were down 
more than they were up, and this 
topsy-turvy pattern. can be traced 
back at least eight years—‘‘when the 
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majors started giving price protec- 
tion,” some say. Just before the Phil- 
lips plan was started in mid-1960, 
pump postings generally were 21.9¢, 
including 10.58¢ taxes. 

After the Phillips plan was put in, 
there was apparent harmony for 
about 30 days. Most miajor-brand 
dealers posted 32.9¢; the ‘branded 
independents” 31.9¢; and the private- 
branders 30.9¢. (This marked the 
first time that the private-branders had 
moved out of the twenties in their 
pricing.) Some looked on this as a 
major milestone in itself. 

Then the trouble started again. 

Some of the smaller private-brand- 
ers dropped down to 29.9¢ and 28.9¢. 
Some independent-brand ___ dealers 
dropped 1¢ or 2¢, and so did some 
majors. Efforts to get back up to the 
32.9¢, 31.9¢, and 30.9¢ levels have 
been made several times, but they 
have generally met failure. 

Some say those two lady dealers 
have been the real obstacle. One is a 
Skelly dealer at Northwest 13th and 
Broadway, the other a Conoco dealer 
at Northeast 23rd and Broadway. 
Each apparently hit on 29.9¢ as her 
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“There is strong support to back up.jobber complaints 


(Begins on page 112) 

says Edwards, “some large independents will say 
‘here’s our chance.’ How could we stay in the pic- 
ture then, when they’ve already squeezed our mar- 
gins down? The over-all jobber margin in Oklahoma 
right now is the lowest it has been in years. They 
are squeezing us by upping the refinery price and 
lowering the retail.” 

Edwards is one who believes any workable plan 
will have to start at retail and work back, which is 
opposite to the concept of the Phillips plan. 

He claims a number of jobbers in Oklahoma had 
to absorb losses due to the 0.5¢ tank-wagon increase 
in August, and says he is one of them. “I’m taking 
it out of my pocket and giving it to my supplier, 
and I damn sure don’t like that,” he says. “I 
haven’t lost volume, but I have lost money.” 

There is strong support to back up jobber com- 
plaints that margins have shrunk since the Phillips 
plan started. Ted Lyon says he was “dumbfounded” 
to learn that some Phillips jobbers were getting 
margins as high as 4¢ to 4.5¢ before the plan was 
started. The average was 3.25¢, with some reduc- 
tions down to 2.5¢ during sub-normal price situa- 
tions. 

When Phillips started its plan, it set the jobber 
price at 13.65¢ throughout Oklahoma. This was 
what it figured the refinery price to be, plus trans- 


portation. It was decided to put the entire state on 
one transportation rate (reportedly 0.6¢), although 
the state was divided into marketing zones. 

Oklahoma has a retail gasoline tax of 10.58¢. 
For a Phillips jobber to get 3.25¢ margin, he must 
resell to his dealer at 24.23¢. If the dealer, in turn, 
posts 32.9¢ gal., he receives a margin of 5.42¢. 

Many Oklahoma dealers have been used to more 
than this, and so have some jobbers. To make mat- 
ters worse, some major-brand dealers claim they 
have to post 31.9¢ or 30.9¢ to stay competitive. 

Most jobbers say they and their dealers split the 
costs when these reductions are made. If a dealer 
drops 1¢ below normal, he generally absorbs a half- 
cent and the jobber takes the other half. In trouble- 
some areas like Shawnee and certain areas of Okla- 
homa City, these reductions have pretty well wiped 
out jobber margins at certain stations. 

But jobbers like Haney and Vanderver in Shaw- 
nee aren’t yelling too loud about such reduced mar- 
gins. They feel that once dealers and others “get it 
through their heads” that there is “going to be no 
protection,” retail price cutting will stop. As one 
jobber said: 

“These boys have gone along for years on fat 
margins. With most on a guarantee of 4.5¢ or 
higher, they invited price wars. They’ve been told 
there is no more guarantee, but they think they can 


On-the-Spot Report: How the plan works in key markets 


(Begins on page 114) 

price, and that’s where she stayed. 
Nearby stations have tried to meet 
them several times, and then the chain 
“ reaction sets in. 

To compound the problem, one 
particular private-brander with pretty 
much second-rate outlets and mon- 
strous price signs has disturbed some 
with sporadic, short-duration cuts. 
Another with a direct refinery con- 
nection has caused nervousness with 
the same sort of practice. 

To make the situation even more 
complex, Oklahoma City has no tell- 
ing how many “grocery-store” type 
outlets in its outlying areas. Since 
gasoline sales don’t represent the only 
revenue source for their owners, they 
seem more prone to cut prices for 
volume or other reasons. Many of 
these outlets sport major-brand names. 
Their lower prices just wave the red 
flag at both private-branders and 
other majors. 

For these many reasons, Oklahoma 
City prices have tended to range all 
- over the lot, despite the Phillips plan 
and efforts by all suppliers to with- 


hold competitive price allowances 
from, dealers. 

In late February the lower-income 
area of the city (called “Green Pas- 
tures”) in the northeast section was in 
a price skirmish. Prices ranged gen- 
erally from 29.9¢ to 31.9¢, with quite 
a few major-brand dealers at 30.9¢, 
or 2¢ under “normal.” This meant 
these dealers were operating on less 
than 5.5¢ margin; they and_ their 
jobbers generally “split the differ- 
ence” on the 2¢ reductions. In other 
words, both were getting 1¢ less mar- 
gin than they would have received 
with a “normal” 32.9¢ posting. 

In the northwestern section of the 
city, meanwhile, prices were holding 
fairly steady at 32.9¢. At least one 
major-brand station (Phillips) was 
posting 34.9¢, and competitors swore 
he was doing 40,000 gal. a month at 
that level. On top of this, quite a few 
had a 4¢ spread between housebrand 
and premium postings. 

The real oddity in the Oklahoma 
City market in February, however, 
centered around the prices of the 


well-known _ private-branders, like 
the Hudson and Knox. They were 
trying to ‘hold” at 30.9¢, despite the 
fact some major-brand outlets were 
1¢ below this. 

“It’s the first time,” said one vet- 
eran marketer, “that Gus Hudson has 
ever let a major price even with him, 
much less below. It’s the damnedest 
thing I’ve ever seen.” 

So far, people like Hudson and 
Knox quite obviously have leaned 
over backwards to do their share in 
helping to seek price stability in Okla- 
homa City and other areas. “They 
know we have a hard-head here and 
there,” said one major person, “but 
they also know we are trying to 
straighten them out. I don’t know how 
long their patience will hold out, but 
I can tell you one thing. If this mar- 
ket goes to hell again, you can’t 
blame it on Hudson or Knox.” 

One thing that has convinced the 
Knoxes and Hudson of the majors’ 
sincerity has been the elimination of 
competitive allowances. On the other 
hand, some of the major-brand dis- 
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Special Report 





that margins have shrunk since the Phillips plan started” 


force us and our suppliers into giving protection. 
They are learning, although it is a costly educa- 
tion for both of us.” 


What The Dealers Say 


The only thing Oklahoma retailers seem to be 
sure about is that, in many cases, their margins 
have shrunk. They don’t like this, and they don’t 
like the idea that some major suppliers may be 
selling “the cut-raters” at prices so low they can 
cut pump postings at will. 

Harry Greaves, fire-breathing president of the 
Oklahoma Gasoline Retailers Assn., says on the one 
hand that he is against subsidies, then adds that he 
believes the entire supplier element in Oklahoma 
has “gone insane.” 


“They tell us there will be no more subsidies, 
and then sell the cut-throats at distress prices 3¢ to 
5¢ under us,” he says. “The supplier justifies this 
by saying he has done it for years. Now, isn’t that 
a screwy reason? They want to change a system of 
giving protection to their branded dealers, but they 
don’t want to change the system of selling the cut- 
throaters. 

“Dealers in this state used to make 6¢ to 7¢ gal. 
margin. Now, they are doing good if they make 3¢. 
Some are making as little as 2¢ to 2.5¢. The majors 
are just screwy as hell if they think a dealer can 


make a living on that kind of a margin. 

“I'll say this. The dealers of Oklahoma, I believe, 
agree with part of the Phillips’ plan. Many of us 
agree that subsidies have been partially responsible 
for price cutting. But, we certainly don’t agree that 
they should sell the cut-throats at 3¢ to 5¢ under 
their captive dealers, and then give no protection.” 

The message hasn't got across to some Oklahoma 
dealers. One in Shawnee said he had been sharing 
reductions so far with his jobber, but talked of a 
“guaranteed floor.” 

A number of dealers say their margins have 
slipped. One in Tulsa said he had been getting 
6.5¢, and is now down to 5.5¢. Some, sharing cuts 
with their jobbers to meet competition, were down 
to 4¢ and 4.5¢. 


What Competitors Say 

Some marketers in Oklahoma say the semi-majors 
fear the Phillips plan because its zones take in wide 
areas, but those NPN interviewed generally endorse 
the philosophy and say the plan has “very attrac- 
tive things” about it. 

Some add that it hasn’t really been “battle- 
tested” yet. 

“There is no doubt but what this has helped the 

(Continued on next page) 





tributors claim the Oklahoma City 
market will never be truly “clean” as 
long as some private-branders can 
get “cheap” gasoline. 

Some independent and major-brand 
distributors say at least one, and pos- 
sibly two, major suppliers are still 
trying to “dump” gasoline in the 
Oklahoma City market. A major sup- 
plier made an offer to an independ- 
ent-brand jobber on Feb. 15 at 1.9¢ 
lower than his own supplier was 
charging him. Some majors admit 
they know such offers have been 
made by at least one company. 

Their big hope is that the jobbers 
who buy at such prices won’t use the 
wider margin to cut retail. They also 
know by past history that, eventually, 
retail will be affected. 

Despite all of these things, mar- 
keters generally still agree that Okla- 
homa City, like the state as a whole, 
has been “cleaner” since the Phillips 
plan went in. Most still think that if 
they could knock certain “hard-heads” 
together and get a couple of ladies 
interested in running some nice little 


tea shop somewhere, they would have 
something vaguely resembling utopia 
in the Oklahoma City gasoline mar- 
ket. 

But they don’t have much hope of 
accomplishing either aim. 


Kansas: Some confusion, but 
on balance, the plan helps 


THE PHILLIPS PLAN has _ had 
about the same reception and degree 
of success in Kansas as it has in 
Oklahoma. 

It was started in Kansas last No- 
vember, four months after its inaugu- 
ral in Oklahoma. Kansas, too, had 
suffered from depressed retail prices. 
C. E. Holmes, executive secretary of 
the Kansas Oil Men’s Assn., says 
there’s no doubt that “the refiners 
took one hell of a beating” before 
the plan went in. 

Since then, the retail picture has 
cleared up over most of Kansas. In 
early March, there was some trouble 
in the Kansas City area. But such 
hot spots as Wichita were relatively 
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clean, and price cutting had lessened 
in all of western Kansas, Holmes said. 

As in Oklahoma, there has been 
some shrinkage in margins in Kan- 
sas. But Holmes believes jobbers have 
received the plan “fairly well.” He 
adds, however, that a few have ac- 
cepted the concept of no price pro- 
tection “reluctantly, because they were 
raised under it.” 

As in Oklahoma, too, there’s some 
bitterness about supplier sales to 
other than their branded jobbers. 
Some state contracts are obtained at 
2¢ under tank-wagon. 

How the plan has worked is illus- 
trated by a recent event in Wichita. 
Mary Hudson “cut the price to cele- 
brate her birthday,” Holmes said. 
Others paid little attention, and no- 
body met the reduction. 

There has been some confusion in 
Kansas. This was to be expected, be- 
cause the Phillips plan does represent 
a sharp departure from past pricing 
systems. There’s no doubt, however, 
that it has helped the Kansas retail 
price situation so far. 
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Oklahoma market,” says one regional manager for 
a major. “But I don’t think it can be fully appraised 
until real trouble breaks out.” 

“The theory is good,” says a semi-major official. 
“Two things have really cost us. Price protection 
and moonlighting—the hauling of gasoline from 
subnormal to normal areas. On the surface, it 
sounds like the Phillips plan will eliminate these two 
things. If it does, we are all for it. I believe they 
"have made it work here, because they have suffi- 
cient volume that they can control the market. They 
may have more difficulty in other areas.” 

“The plan has been under fire a lot,” says an- 
other. “Jobbers have complained. I think, over-all, 
the plan has been very successful, however. I agree 
with the philosophy of it.” 

While few say it in so many words, marketers 
want to see how the plan actually works if the big 
private branders start cutting prices. 


How Private Branders See It 


One of Oklahoma’s biggest private branders be- 
lieves the success or failure of the plan rests with 
the independent segment—‘such as myself. If we 
cooperate and try to make it work, it will. If we 
don’t, it won't.” 

He personally thinks it is a fine plan and be- 
lieves it definitely has helped the Oklahoma picture. 

“Up until about eight years ago, we had our wars 
but they were usually short ones,” he says. “Then 
the majors started giving protection. From that time 
until Phillips started this, we had one hell of a mess 
in this state. 

“All of the bigger private branders here are for 
this. The majors know all we want is a clean 2¢, 
and they are willing to let us have this. We also 
think they—or at least most of them—are clean. We 
recognize they have a wildcat dealer hee and there, 
but if they stick to their guns, that stuff will clear up. 

“The biggest trouble right now is coming from 
about 10% of the independent segment. These are 
the skid-type people. They just are too hard-headed. 
We can ignore them when they post under us in 
rural areas, but there isn’t room for a three-price 
structure in the metropolitan areas. 

“We've been hurt in some cases. I’ve got stations 
. that are off 12%-14% in volume. This hurts, but 
we've been willing to go along as far as we can. I 
know the other big private branders have lost vol- 
ume in some locations, too. 

“We are still for the Phillips plan. We think it is 
sound and realistic. But, we might have to cut prices 
in some areas to dry this nibbling stuff up. We can 
come back up as fast as we go down.” 

There are two particular private branders who 
have severely tested the Phillips plan by putting in 
cuts here and there. These same two, marketers 
say, have always been “volume crazy.” They don’t 
believe Phillips’ system or any other plan will 
change them. 





Exclusive Interview: 


‘A Change of 


That’s how Phillips sales vice president Ted Lyon 
describes his new pricing plan. In this exclusive in- 
terview, Lyon tells how the plan works in detail, 
what its effects have been, and what its future is. 


Q. In a nutshell, Mr. Lyon, what are the distin- 

guishing features of the Phillips plan? 
A. Basically, we are trying to get away from the practice 
of basing prices on actions at the retail level. At Phillips, 
we no longer have tank-wagon prices in jobber territories 
in Oklahoma and Kansas. We establish delivered-at-desti- 
nation jobber prices, and these are the only prices we are 
concerned with. We do not concern ourselves with what 
retailers are posting for the purpose of arriving at these 
jobber prices. 

We divide a state into zones. We then establish a de- 
livered-at-destination branded-jobber billing price for these 
zones. These jobber prices are subject to change from day 
to day depending on competitive conditions at the whole- 
sale level. Our price to jobbers, in other words, depends 
on what we think we need to charge him for a fair return 
to us, and what other competitive jobbers are able to buy 
products for. 

While we divided Oklahoma into zones, we established 
a statewide delivered jobber price of 13.65¢ for regular- 
grade gasoline when we inaugurated the plan in June, 
1960. When conditions at the wholesale level warrant, 
changes in the jobber zone billing prices will be made. 
So far, it hasn’t been necessary. 


Q. In effect, doesn’t this bring back the old tank- 
car price, so-called? 

A. Yes. And we believe this is the way to operate. We 

think our only price concern should be between us and the 

jobber. It is the jobber’s responsibility to determine the 

price he will charge his dealers. 


Q. How was the plan conceived? 


A. We were in a real depressed market in Oklahoma. 
Many jobbers were in financial doldrums, and dealer 
turnover was a major problem. Suppliers were paying 
heavily to subsidize price wars. I’ve often said price pro- 
tection is the worst practice we ever got into, and we 
decided to try and do something about this. 

We wanted a plan that would eliminate the need for 
CPA’s, dealer tank-wagon prices, guaranteed margins and 
the like. We simply decided our responsibility was to 
establish jobber prices only, leaving it to the jobbers to 
determine what prices they must charge their dealers. 


Q. When and where was the plan first intro- 
duced? 


A. We started it statewide in Oklahoma on June 13, 1960. 


Q. Your main objective, presumably, is stability. 
Has the plan achieved this objective so far? 


A. We think so. We granted over $1-million in competi- 
tive price adjustments in Oklahoma during the first part 
of 1960 before the plan went in. Since June 13, 1960, 
Phillips Petroleum has not granted one red cent in CPA’s. 
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Special Report 





Basic Philosophy in Pricing... 


During this period, jobbers and dealers have also bene- 
fitted. So far, we have not had to change the delivered-at- 
destination jobber billing price that we started with. There 
have been some flare-ups at the retail level, but these con- 
ditions corrected themselves before action had to be taken 
at the wholesale price level. We don’t consider retail prices 
except as an indication of extremely competitive prices at 
the wholesale level which make greatly reduced retail 
prices possible. When such situations occur, we do intend 
to re-examine the wholesale prices in that particular area. 


Q. What protection does the retailer have, under 
your plan, to meet competitive retail condi- 
tions? 


A. As far as we are concerned, he has none. But we don’t 
concern ourselves with the retailer’s prices or margins. 
We firmly believe that if the pricing responsibility at the 
retail level is left in the hands of the retailers, depressed- 
price situations will quickly resolve themselves. So-called 
“protection” doesn’t clear up price conditions . . . it just 
adds fuel to the fire. 


Q. How does the plan affect your jobbers? 
A. The Phillips jobber in areas where we now have the 
plan in operation knows he gets no guaranteed margin. 
He knows the dealers he supplies will get no price pro- 
tection from us. They know what we are trying to do, 
and we think most of them are happier today than they 
have been in a long time. Most of them do not agree 
with the CPA practices that have existed for so long. 
Realistically, of course, our jobbers know we aren't 
going to let them go out of business. We have established 
no set formula for lowering laid-in jobber prices to meet 
wholesale competitive price conditions, but they know we 
would meet this competition if it got too rough on them. 
We would not gauge our actions entirely on prices, 
however. 


Q. Could you give an example of this wholesale 
price competition you speak of, where it 
might affect the jobber price? 

A. Recently, in Shawnee, there was a retail price war 
among independents. Major-brand dealers assumed the 
independents were buying products from major suppliers 
at unusually wide margins, thereby enabling them to cut 
prices. Some 30 of the major-brand dealers locked their 
doors in protest for a few days. 

We were concerned, of course, but we did not attempt 
to worry ourselves about what the retail postings were. 
We did investigate the price differential existing between 
major-brand and private-brand jobbers. We found it to 
be less than one-half cent a gallon. We decided that this 
was not a wide enough differential to warrant a reduced 
zone price to our jobbers. 

Now, we don’t know what sort of a differential would 
be necessary to cause us to reduce or raise our laid-in 
jobber prices in a particular zone. This is something that 
will have to be judged individually as the conditions occur. 


Q. How do you determine the extent of success 
of your plan? 
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Lyon: “I hope we can have it territory-wide . . 


A. The big single factor, of course, is the elimination of 
CPA’s. We also expect to retain a normal increase in 
volume, and we don’t want to lose accounts to our com- 
petitors. So far, for Oklahoma, our volume has increased 
statewide about 4%. We have not, to my knowledge, lost 
a single jobber account because of our plan. To my knowl- 
edge, also, we have not had any complaints from our job- 
bers and dealers. 


Q. What do you consider the big advantage of 
the plan? 


A. Increased profits to us and the jobbers and dealers, 
through the reduction in price wars. The plan cuts down 
on all of the headaches we formerly had when we at- 
tempted to guarantee margins at the jobber and retail level. 
There is no telling what it costs to handle the paperwork 
alone on CPA’s. This puts us back on a true working basis 
with our jobber, who is and should be our customer. The 
retailer is the jobber’s customer. 


Q. What are the disadvantages so far? 


A. None. So far, this has worked exactly like we hoped 
it would. 


Q. How do you compare this plan with other ap- 
proaches you and the industry have used, 
like suggested or sliding-scale prices, or the 
Chicago or Twin Cities Plans? 


A. Our plan is just entirely different. All of those plans, 
in one way or another, worked off tank-wagon or retail 
prices. We establish our jobber delivered prices based on 
the realistic wholesale market, and then let the jobbers 
take it from there. Other plans have tended to foster price 
protection at the retail level. Our plan works just the 
opposite. 


Q. How do you establish the billing price to the 
jobber? 


A. We determine what our refinery price at supply point 
is, plus freight. The jobber pays a laid-in price, date of 
delivery. In the case of Oklahoma, we chose a statewide 
average freight. The supply-point price plus freight into a 
particular zone determines the jobber’s price. For example, 
since there are no wholesale level competitive price con- 
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ditions that warranted a reduction today, every Phillips 
jobber in Oklahoma is paying 13.65¢ per gal. for delivery 
of regular-grade gasoline. 


Q@. How did you establish the zones in Okla- 
homa? 


A. We studied historical information about competitive 
conditions. If past experience showed a price reduction 
in one area quickly affected a nearby area, we included 
both in a zone. We left the determination of zone bound- 
aries in the hands of division personnel, because we felt 
they had more intimate knowledge of the many factors 
that have influenced past pricing behavior in given areas. 

The size and number of zones we eventually ended up 
with were determined by our analyses of individual mar- 
ket conditions. If, for example, we knew of a marketer 
who tended to spread a sub-normal condition in one city 
to other particular nearby ones, we included these in our 
zone for that city. 


Even with our zones, we fully realize a sub-normal 
condition in one zone could result both in gallonage 
drainage from normal zones into it, and also in hauling 
of low-cost product out of it to other areas. For this 
reason, the mechanics of our plan call for a “feathering- 
out” of reductions, if we have to lower the jobber price 
in a particular zone. Prices to adjacent zones to a de- 
pressed area probably wouldn’t be over 1¢ higher. 


Q. What marketing conditions within a jobber’s 
- territory would affect his buying price? 


A. Only competition at his level of buying. If jobbers 
competing with him are buying products too far under his 
price, we would move to keep him competitive. That is 
the only condition we look at. As I said earlier, we hon- 
estly don’t know how far jobber prices would have to 
drop, or how long the reductions would stay in effect, 
before we would move. We plan to judge each case indi- 
vidually when it happens—just as we did at Shawnee 
recently—and then make our decision. 


Q. How do the market areas you base jobber 
prices on compare with the areas your com- 
petitors use for tank-wagon prices? 


A. We don’t know what areas our competitors use for 
their tank-wagon prices, and we don’t care. We don’t even 
use the word “tank-wagon” at Phillips any more. This is 
the thing we are trying to get away from. 


Q. Are you in the position of having to follow 
other companies who do post tank-wagon 
prices? 

A. No, and they don’t have to follow us. We won't let 

them lower prices to their jobbers and snap up our ac- 

counts without taking action, but this is at the wholesale 
level. 


Q. You have inaugurated this plan in Kansas, 


too, haven’t you? 
A. Yes, it was started there Nov. 6, 1960. 


Q. You have said you established a statewide 
freight rate for Oklahoma. What about Kan- 
sas? 

A. It differs there, from 0.5¢ to 1¢ gal. The principle 

works the same, however. The jobber pays a refinery price 
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plus freight, or a laid-in jobber price, date of delivery. 


Q. Are there ever other factors, except in sub- 
normal price times, that affect the jobber’s 
price? 


A. No. These are the only two factors. 


Q. How is the jobber expected to compute the 
dealer selling price? Is this done with the sup- 
plier’s help? 

A. Absolutely not. We think this is something that should 
be left in the hands of the jobber and dealer, and this is 
acutally the heart of our plan. We think it is up to the 
jobber to determine the price at which he sells the dealer, 
and up to the dealer as to his selling price, and not up 
to the supplier. 


Q. Who is responsible for establishing the jobber 
billing prices, and reviewing jobber requests 
for adjustments? 


A. This starts out in the hands of division personnel. Any 
change in an established jobber price, however, would 
have to be approved here at our headquarters. 


Q. How do you avoid giving a better price to 
one jobber than to his neighbor, in the case 
of unstable and stable areas that abut? 


A. We don’t. As I’ve said earlier, we haven't had to yet, 
but when we do have to put a reduction in an area, we 
will fan out with smaller reductions in adjoining areas. 
We are fully aware of this “cross-hauling” problem, from 
low-price to high-price areas. In order to preclude this 
happening under our old system, it was necessary for us 
to limit the amounts of withdrawals. We think that by 
making gradual adjustments around a soft zone, we can 
eliminate this to some extent. 


Q. How much of the responsibility for keeping a 
market falls clean on the jobber? Isn‘t he 
really the man in the middle now? 


A. No one is in the middle; both the jobber and the 
dealer take the responsibilities for determining their own 
prices, and we think we have proved so far that this is 
much better than having the supplier hold an umbrella 
over them. If left alone, they can work out their pricing 
problems much quicker. 
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Q. How do the jobbers react to this? 


A. We have had only good reaction so far. Our jobber in 
Shawnee, during the retail troubles there, told our division 
head, Vic Peters, that he did not want price protection 
to meet the depressed retail prices. He said he did not think 
such protection was the answer to his problem, although 
he was distressed at the loss of gallonage he was ex- 
periencing. 


Q. How do dealers respond? 


A. We haven’t had any reports from our jobbers of any 
significant adverse reaction from their customers. 


Q. What is the average jobber margin in a nor- 
mal market? How low could it go in a sub- 
normal market? 


A. We don’t think of margins as such around here any 
more, either. We establish the jobber’s price on the basis 
of competition at the wholesale level, and that’s it. There 
is no fixed minimum, or guarantee, for our jobbers in 
Oklahoma or Kansas. He pays our price, and then his mar- 
gin depends on what price he charges his dealers. 


Q. Have price wars declined since you put the 
plan in? 


A. Yes. We have had some spotty troubles, such as at 
Shawnee. But, over-all, the picture has improved very 
much. We had several weeks of sub-normal price condi- 
tions in Oklahoma just prior to the time this plan went 
into effect. In fact, at one period, retail prices were down 
to 10.4¢ all over Oklahoma. We haven’t had anything 
nearly that serious since last June. 


Q. Have you lost any jobbers or dealers as a 
result of the plan? 


A. No, not to my knowledge. 


Q. How strong does a supplier have to be in a 
given market to make a plan like this work? 


A, It doesn’t make too much difference what your size is, 
as long as you have good presentation in an area. If you 
do, then this plan—as well as any other plan that is fair to 
everyone—would operate. 


Q. How much opposition has the plan encoun- 
tered so far? 


A. There has been no opposition that I know of. We have 
not had a complaint from any of our jobbers or retailers 
in either Oklahoma or Kansas. 


Q. Are the designated market areas designed to 
isolate perennial distress areas, or to bind 
such areas to traditionally stable markets? 


A. By fixing the zones on the basis of past competitive 
history, we do in a way isolate the perennial distress areas. 
Each zone is set up to take the entire area normally af- 
fected by price fluctuations at any point within it. 


Q. Could a jobber qualify for different prices if 
he operated in more than one area? 
A. He could, if the product was delivered to him in more 


than one area. He pays the laid-in jobber price in effect 
at point of delivery. 


Special Report 





Q. About how many jobbers have been affected 
by the plan so far? And about how many deal- 
ers? 


A. About 221 jobbers and 1,320 dealers in Kansas and 
Oklahoma. 


Q. How are the details of the plan being com- 
municated to the field? 


A. Our field representatives have explained it to our job- 
bers, and told them our philosophy behind it. We think 
they understand and appreciate what we are trying to do, 
and agree with us about the evils of price protection. 


Q. What are the problems in instituting and 
maintaining the plan? 

A. Frankly, there are very few. You just have to make 

up your mind this protection stuff has to go, and then stick 

with your decision. The simplicity of our plan is over- 

whelming. It is just a change of basic philosophy in pric- 

ing matters. 


Q. Will the plan be extended? 


A. Yes. We are carrying it into other states. Eventually, 
we do hope to put it in all the 39 states in which we market. 
We have no time-table for doing this, but I hope we can 
have it territory-wide within one to two years. 


Q. Is there any type of market or region for 
which the plan is not particularly suited? 
A. I don’t think so. It ought to fit wherever we operate. 


Q. Do you think the plan could be adapted by 
suppliers with less extensive jobber distribu- 
tion than Phillips has? 


A. I don’t see why it couldn’t. If the basic concept is 
sound, it should work for others. 


Q. Is the plan still considered an experiment? 


A. No. We think it has definitely proved itself in Okla- 
homa and Kansas, and we no longer consider it a test or 
experiment. 


Q. Thank you, Mr. Lyon. @ 





At Crumlin Airport, London, Ontario... 





GORMAN-RUPP PUMP 


handles the fueling job for Imperial Oil 


The photograph above shows a 
Gorman-Rupp Type “O”’ centrifugal 
pump used by Imperial Oil, Ltd. in 
its aviation fueling installation at 
the London, Ontario airport to pump 
jet fuel from underground tanks 
directly into the aircraft. Back of 
it, one of the airplanes served by 
Imperial Oil, a Viscount from the fleet 
of Trans-Canada Air Lines, largest 
air carrier in the Dominion, 

In the smaller photograph at the 
right, you see the same pump closer 
up. Note its clean lines and the long, 
sturdy pedestal bearing between 
pump and motor. That’s an indica- 
tion of the simple, foolproof design 
and rugged, heavy-duty construction 
which have made Gorman-Rupp 


2? 


pumps favorites in the handling of 
aviation, commercial gasoline and 
heating fuels all over the world. 

Other features: self-priming .. . no 
check valve . . . only one moving 
part . . . straight-in suction to the 
eye of the impeller, giving maximum 
priming lift. They all add up to high 
pumping efficiency and long, depend- 
able service, with the least possible 
maintenance and downtime for re- 
pairs. e See your Gorman-Rupp dis- 
tributor, or write us direct. 


THE GORMAN-R 
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UPP COMPANY 


305 Bowman Street, Mansfield, Ohio 


GORMAN-RUPP OF CANADA LTD. 


St. Thomas, Ontario 





Fuel Oil 


What Oil Heat Plans for 1961 


Is OHI's last convention coming up? Or the first for the new one-roof 
group? Here's a preconvention rundown on what the industry plans to 
do in the coming year and how you can profit 


N EARLY 1,000 heating-oil jobbers, burner man- 
ufacturers, and accessory makers will camp 
in Statler Hilton Hotel, Washington, D. C., Apr. 
23-27 for what is technically slated as the annual 
convention of Oil-Heat Institute of America. 

If the meeting goes off as an OHI affair, it will be 
the last OHI convention ever. In February, OHI 
members, along with National Fuel Oil Council, 
voted to merge into a new, strong, central trade 
association. And if the new group is well on its way 
by convention time, some say, the meeting could 
wind up as the first meetings of the new group’s 
marketing-distribution and equipment-technical di- 
visions. 

As an OHI affair, this month’s gathering of oil 
men will differ from past OHI conventions in that 
no elections are slated. All officers will hold over 
until the new trade organization gets going. If the 
new group functions by convention time, it could be 
that two of the trade group’s new divisions could 
elect their own representatives to the new board of 
directors, to the new executive committee, and to 
their own division’s advisory council. 

Glenn L. Werly, president of the new group, 
called the National Oil Fuel Institute (see page 
101), will be the main speaker at the annual lunch- 
eon on Apr. 26. Oil men say this will be an ideal 
way to introduce him to an important segment of 
the new trade organization, as well as give him a 
good chance to let members know the direction and 
policies of the new organization. 

By convention time, it’s expected that various 
officers of NOFI will have been selected to work 
under Werly. (For a full rundown on present plans 
of NOFI, see page 107.) 


What You'll Hear About 


Reports to be submitted to the convention will 
show: 

e@ New membership growth. Jobber member- 
ship is close to the 6,000 mark for either OHI’s 
distribution division or the new marketing-distribu- 
tion division. Latest jobber group to join is 
Nebraska Petroleum Assn., many of whose 410 
members are heating-oil jobbers. 

e@ New financial strength. OHI’s distribution 
division will report gross income over $600,000 for 
the first time in OHI history. This includes funds 
paid into OHI’s separate insurance trust. 

e@ New high in sales of advertising material. 
Sales are expected to be much over last year’s 31 


April, 1961 * NATIONAL PETROLEUM NEWS 


million direct-mail pieces that represented gross 
sales of $141,780. Sales for this year were budg- 
eted at $180,000 and may go over that. February 
was OHI’s biggest month ever in number and dol- 
lar volume of oil-heat promotion pieces sold, OHI 
reports. 


e@ New interest in better installations. OHI’s 
educational committee will report that its new exam 
for certified oil-heat installations, much like the 
certification exam for burner men (NPN—Nov. 
‘60, p110), is about ready. 


@ New interest in selling oil-fired water heat- 
ers. During the year, OHI’s manufacturing division 
set up an oil-fired water-heater division to stimulate 
sales of this equipment. OHI is now issuing a com- 
prehensive booklet on how jobbers can approach 
this new market. Water heater sales will be one of 
the topics at the dealer-management clinics. 


Here’s What's Scheduled 


While the convention opens Sunday, it won’t get 
into high gear until Monday, Apr. 24. Here’s how 
the program is set up: 

e@ Apr. 24: Series of business sessions, including 
directors’ meeting; annual meetings of distribution 
division, manufacturers’ division, and technical di- 
vision; and commercial-industrial associates’ meet- 
ing. 

@ Apr. 25: Technical division symposium that 
includes talks on upgrading service methods, better 
methods of educating service men, a review of 
technical activities in oil heat, and a discussion of 
the practical meaning of contemplated changes in 
heating-oil specifications. 

e@ Apr. 26-27: Dealer-management clinics both 
mornings. Among topics listed for discussion are 
(1) premium billing, (2) low-temperature vents for 
burners, (3) boosting service-contract business, (4) 
technical problems facing jobbers, (5) report of 
West Coast equalization-cost equipment plan [see 
p. 31], (6) the threat of electric heat, (7) selling 
oil-fired water heaters, (8) management attitudes 
and their effect on personnel and efficiency, and 
(9) better oil deliveries and their effect on profits. 
Annual luncheon set for Apr .26. 

@ Apr. 24-26: Series of special programs on 
commercial-industrial oil installations for benefit of 
architects, engineers, builders, and equipment sales- 
men. 














Contests can build new volume, sell equipment, and boost morale 


for heating-oil jobbers. But it takes know-how to give them zip 


ALES CONTESTS should be as important to the 
business life of other heating-oil jobbers as 
they are to Buckley and Scott, successful heating-oil 
and oil-heat-equipment jobbers in Watertown, Mass. 
Buckley and Scott runs several well-planned con- 
tests a year. The big annual affair is a company- 
wide contest open to all employes (50). Others are 
for salesmen alone (8) on a specific item or group 
of items. The company also takes part in a national 
sales contest on a regional basis. 


Why Run Sales Contests? 


“We run sales contests for a number of reasons,” 
says Charles Downey, Buckley and Scott’s sales 
manager. Here are some: 

e@ To increase sales. “Without contests,” says 

. Downey, “we'd sell less.” 

e@ To improve employe morale. “Salesmen like 
to sell, and we want to give them every chance to 
do just that,” Downey adds. “We know our other 
employes want to be part of the big show. So we 
give them all a chance.” 

e To create a team spirit that stresses the im- 
portance of sales. “When we set up a company- 
wide contest,” Downey says, “the important jobs 
go to the so-called ‘little people,’ the switchboard 
girl, the degree-day clerk, the stockroom man, the 
typists.” 

By CORNELIUS BRODERSEN 
Fuel-Oil Editor 


e To motivate salesmen. “Sales contests,” 
Downey contends, “require maximum effort on the 
part of all. We know from Harvard studies that 
the routine jobs only take 3%-5% of maximum 
effort.” Through contests, then, Buckley and Scott 
puts unused effort to work for the benefit of those 
taking part, and for its own benefit through higher 
sales volume and new business. 

Buckley and Scott enters the annual Boston Sales 
Executives Club’s competition held in conjunction 
with National Sales Executives Club. The company 
likes the prestige it and its sales force receive in 
competing against top-notchers in other sales fields. 
It likes, too, the motivation such contests give its 
men to do a better sales job, gaining regional and 
national recognition. Awards go to men showing 
the greatest percentage improvement in sales over 
the previous year. 

The Buckley and Scott contests open to all are 
held just after the end of the heating season. Con- 
tests at this time are an incentive to salesmen and 
others to get an early start on a heating-oil jobber’s 
big selling season. 

You don’t have to wait for contests to start to 
see sales pick up. ““We’ve seen employe enthusiasm 
perk up as contest-time nears,” Downey says. “It’s 
not unusual to have a good number of sales made 
before contests start.” 

Contests have an after-effect, too. “Even when 
a contest is over, you'll find sales effort continuing,” 
Downey maintains, “because salesmen are working 
on leads picked up during contests and are follow- 
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ing up on prospects who, for many reasons, didn’t 
sign the order during the contest.” 

Don’t expect your contests to be all on the up- 
side, Downey advises. “You can have peaks and 
valleys during a contest. You'll start off in a rush, 
then tend to slow down in the middle, and finally 
you'll see a rush at the finish.” In a typical four- 
week contest at Buckley and Scott, 40% of sales 
will be made in the first week, 20% in the second 
and third weeks, and 40% in the final week. 


What Makes a Good Contest 

Here are the ingredients Downey considers es- 
sential to any well-run contest: 

e@ Imagination. “You’ve got to develop an ex- 
citing theme and then romance the idea.” 

e Competition. “Provide for competition on a 
team-to-team basis, man-to-man, or branch-to- 
branch.” 

@ Prizes. “Select prizes that appeal. You can 
get suggestions from your employes.” 

e@ Money. “Don’t be cheap; loosen up a little 
on the pocketbook. If you have a good contest, 
think about offering something extra to make it a 
really good one. But don’t go overboard on ex- 
penses. Keep them within 5% of total contest sales.” 

@ Objective. “Have a clear-cut objective in mind 
before you start. It can be heating equipment, new 
accounts, service contracts, budget plans, thermo- 
stats, tankless water heaters, or any combination of 
these items.” 
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How to Make Contests Come Off 


Features of several Buckley and Scott contests 
show how the essential ingredients can be put to 
work and how they can be blended. 

Imagination—Contest themes have been: around- 
the-world plane trip, treasure hunt, circus, South- 
ern plantation, Nassau, and Hawaii. 

For the plane trip, a large world map hung on 
an office wall. Routes of planes were outlined in 
crepe paper. Stopover points were indicated on the 
map, along with pictures of these points obtained 
from travel agencies. Large cardboard planes on 
each side of the map were moved from stopover 
to stopover as contest results came in. (Continued) 





Somewhat the same idea was used in the treasure- 
hunt contest, with schooners replacing planes. The 
right atmosphere was created by a treasure chest, 
partly buried in sand, filled with “silver coins” and 
“jewelry.” Imitation palm trees were “planted” 
nearby. 

Decorations in the circus contest included big 
hand-painted posters of circus performers, a candy- 
striped cardboard awning attached to one wall, 
streamers of colored paper hanging from overhead 
light fixtures to give the impression of a “Big Top,” 
rubber monkeys suspended from the ceiling, stuffed 
animals in cages, plus signs “To the Monkeys,” 
“To the Sideshow,” and “To the Lions and Tigers” 
hung from office windows. Souvenir monkeys and 
colored balloons were given to employes at the 
kickoff meeting, where cider and doughnuts were 
served. 

The plantation contest was set in a Southern 
garden complete with imitation flowers (blackeyed 
Susans, roses growing in arbors, and Magnolia 
blossoms), white picket fence, garden furniture, and 
imitation grass. Dixieland music played in the back- 
ground. At contest meetings, coffee, corn bread, 
and sweet rolls were served. 

The Nassau-contest setting included imitation 
palm trees; beach chairs, tables, and umbrellas; 
beach and swimming accessories; picnic baskets; 
and fishing poles. A few male employes wore 
shorts, sport shirts, and helmets. Calypso music 
added to the atmosphere. 


In the Hawaii contest, a bamboo lean-to was 
set up in an office corner next to a small waterfall. 
Bamboo furniture replaced conventional furniture 
in the customers’ lounge. The rest of the office was 
decorated with bamboo-pattern wallpaper, straw 
mats, palm fronds, and hanging fruit vines. On each 
employe’s desk was a fresh pineapple. Pineapple 
juice and pineapple upside-down cake were served 
at meetings. Girls wore imitation grass skirts; men 
wore shorts, Hawaiian sport shirts, and sun hats. 


How Sales Contests 
Pay Off for a Jobber 


Everybody wore leis. Background music was Ha- 
waiian. 

Competition—For the plane-trip contest, teams 
were crews and passengers of Stratocruiser Buckley 
and Stratocruiser Scott. Crews consisted of pilot, 
copilot, and stewardess. 

Two teams were set up for the treasure-hunt 
contest. Again, they were crew and passengers of 
schooners Sea Hawk Buckley and Golden Eagle 
Scott. 

Company personnel were divided into five teams 
for the circus contest, each team representing a 
circus ring, with each ring in charge of a ringmaster. 

Cotton Pickers and Tobacco Growers were teams 
in the plantation contest, while Bobbies and Pirates 
competed in the Nassau contest. For the Hawaii 
contest, four teams of pineapple pickers were used, 
with each team named after an island (Kaui Swift- 
ies, Maui Pluckers, Molokai Slicers, and Oahu 
Chunkers). 

Early contests were on a straight point basis, 
but changes were made in later contests. Cotton 
Pickers and Tobacco Growers competed to pick 
the “largest crop,” with points given for each pound 
stored in “warehouses.” Bobbies and Pirates earned 
shillings converted into British pounds. Pineapples 
were the medium of exchange in the Hawaii contest. 
Each ring in the circus contest sold tickets; em- 
ployes were encouraged to “sell out the house.” 

Whether points, pounds (weight or money), pine- 
apples, or seats, scoring was almost the same in 
each contest. Every dollar’s worth of equipment 
sold was worth | unit, with a 50-unit bonus for 
every air-conditioner sold. Every oil account was 
good for 100 units, and every oil-and-service con- 
tract was good for 150 units. Employes turning in 
leads that became sales also earned units. 

To give other than salesmen a break in the scor- 
ing, Buckley and Scott uses an equalizer. In the 
Hawaii contest, for example, while salesmen earned 
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1 pineapple, burner men got credit for 2% pine- 
apples, and other office employes got credit for 3 
pineapples. Another way of doing it would be to 
require salesmen to have more points for any given 
prize than burner men or office workers. Buckley 
and Scott has used that, too. 

Prizes—For the plane-trip contest, first prize was 
a round-trip plane ride from Boston to New York, 
plus limousine service; a weekend at the swanky 
Waldorf Astoria; tickets to a Broadway show; din- 
ner at a well-known night club; and side trips to 
other places of interest in the city. 

“] didn’t think such a prize would excite much 
interest,” Downey admits. But it did. “It just shows 
how wrong you can guess at times,” he adds. 

In other sales contests, prizes have been matched 
golf clubs; matched sets of pearls; outboard motors; 
shotguns; wrist watches; electric shavers, skillets, 
and coffee makers; cameras (candid and movie); 
portable television and radio sets; transistor radios; 
stereo record players; briefcases; coffee travel kits; 
picnic hampers; icebox coolers; beach and garden 
furniture; rubber rafts; flippers and goggles for 
skindivers; savings bonds; trips to Nassau; stainless- 
steel and wooden mixing bowls; orchid plants; and 
pole lamps. Many prizes are props used in office 
decorations. 

Information—Contest standings in the plane-trip 
contest were in the form of flight reports from plane 
crews. Reports gave plane positions and listed con- 
test leaders as distinguished passengers aboard. 

For the plantation contest, reports of standings 
were issued as market reports on cotton and 
tobacco. Samples: “Price of cotton is up,” “Price 
of cotton down,” “Tobacco runs wild.” 

Press releases from Nassau Daily Tribune were 
used in the Nassau contest. Standings were reported 
in story form on a cops-and-robbers basis. Pirates 
would be “suspected of looting,” with an estimate 
of their loot’s worth. Bobbies would “recover” part 


Here are the vital statistics on six company- 
wide contests by Buckley & Scott. Some 50 


- employes participated, including 8 salesmen. 


None 


$27,0003 $23,797 34 


___None 


Number of New 
Equipment Average New Oil Oil-Service 
Sales Sale Accounts Accounts 


$17,520 31 


Dollar 
Sales 


Contest Cost 
leads as % of Sales 


$565 50 30 107 4% 


$10,894 25 $708 20 21 87 3.4% 


$17,695 18 $931 24 14 79 4.7% 


$16,999 20 $850 26 30 118 4.3% 


$700 42 27 127 12.0% 


$15,155 21 $722 42 16 123 


' Sales of $3,994 were added the week after the contest ended 
2 Sales of $1,802 were added after the contest ended 
) Higher goal was set because prizes were more expensive 
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or all of this loot. The value of the “loot” reflected 
team and member standings. 

While standings are posted daily, standings are 
also discussed at the weekly or twice-weekly em- 
ploye meetings held during each contest. Meetings 
are held for other purposes: such as, getting every- 
body fully acquainted with all details of the con- 
test, announcing who has won what prizes to date, 
comparing contest results to date with other con- 
tests, announcing new prizes that have been added, 
highlighting sales points of a piece of equipment 
so that employes other than salesmen can put a 
good sales story together if they run into a lead. 

Meetings are used, too, so that employes can list 
friends who have mentioned having any sort of 
trouble with heating equipment, or list friends, rela- 
tives, and neighbors who are not now Buckley and 
Scott accounts. 

Contest information is generally sent to em- 
ployes’ homes for benefit of wives and husbands 
of company personnel. Picture postcards of air- 
planes did the trick in the plane-trip contest. 

As part of a contest, Buckley and Scott holds a 
two- or three-day open house for its accounts. 
They receive special invitations tying in equipment 
with the contest theme. In the Hawaii contest, ac- 
counts were asked to see “the latest in summer and 
winter air-conditioning equipment that can make 
YOUR home as temperature-perfect as Hawaii 
itself, summer or winter.” 

Gifts for ladies are part of the open-house pro- 
gram. Guests at the Hawaii open-house party re- 
ceived orchid corsages and a chance to win orchid 
plants. 

Some sort of demonstration is usually part of 
the open-house party. In one case, cocktail franks 
were roasted over the flame of an oil burner. 

Objective—For most contests, Buckley and Scott 
sets up a dollar-sales goal. In others, goals were 
set up for new oil accounts and new oil-and-service 
accounts. (See chart at left.) 

While Buckley and Scott is liberal with prizes, 
it tries to keep contest costs (sales commissions 
excluded) under 5% of dollar sales. “Your costs are 
getting steep when you go above 5%,” Downey 
says, “because even though commissions are not 
a contest cost item, they do have to be paid out of 
sales.” Only one sales contest went over budget. 

Downey thinks it’s unwise to key a sales contest 
to the amount of sales made in last year’s contest 
and then award prizes for exceeding last year’s 
amount. It was tried once, with unsatisfactory re- 
sults. Sales the previous year were high because a 
steel shortage threatened and its heating-equipment 
dealers loaded up. Sales in the next year, with the 
contest keyed to previous year’s sales, were low. 
Large stocks bought as a hedge against a steel 
shortage that didn’t materialize hadn’t been worked 
off. Dealers weren’t adding to inventory. 

Dollar-volume goal in most Buckley and Scott 
contests has been $19,000. This follows closely the 
historic trend of sales. & 
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. . . when if’s Springtime in Chicago 
— the greatest of all premium expositions 


28th annual 


National Premium 
Buyers Exposition 


. . « hub of the premium and 
incentive merchandising industry 


NAVY PIER © CHICAGO 
APRIL 10-11-12-13, 1961 


YOU'LL GET IDEAS 


. . . you'll have a chance to 

* talk with the experts of this 
great 21% billion dollar in- 
dustry . . . you'll be able to 
lay out preliminary ground- 
work for merchandising- 
through-premiums or incen- 
tive programs that can mean 
more profitable sales for 
your company. 


e As NPBE is an exclusive trade ex- 
position, those who want to register in 
advance should write now on their busi- 
ness letterheads to 


A. B. COFFMAN ASSOCIATES 


Exposition Managers 


28 East Jackson Bivd. 
Chicago 4, Illinois 
Phone: WEbster 9-0980 


NPBE is under the auspices of The 
Premium Advertising Association Of America, Inc. 
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Warm-Air Furnace Heats Water 


With attachment, Jet-Heet warm-air furnaces 
can provide hot water all year. Here's how 


JET-HEET’s oil-fired, warm-air fur- 
naces now take care of a home’s hot- 
water needs the year round, and at no 
extra cost for fuel during the heating 
season. 

(The units also heat the house in 
cold weather and cool it, with an add- 
on appliance, in hot weather.) 

The idea of heating water with 
warm-air furnaces has been tried be- 
fore, but not the way Jet-Heet is doing 
it. 


What Heats the Water? 

Jet-Heet’s heat exchanger fits on the 
rear of its furnaces. The exchanger is 
made of finned coils, filled with water. 
The 350-degree air coming from the 
furnace heats this water, which in 
turn heats water in a 30-gal. tank. 

During the winter, normal furnace 
operation will furnish hot water, so 
there’s no extra fuel used for this 
purpose. 

In the summer, the furnace oper- 
ates to provide hot water. But no heat 
reaches the rooms via the distribution 
system because thermostatically con- 
trolled room registers can be shut off 
completely. 

“Conventional warm-air furnaces,” 
says Cal MacCracken, Jet-Heet presi- 
dent, “didn’t work out too well in 
providing hot water because their air 
only hits about 180 deg. And in the 
summer, in heating hot water from a 
furnace, you ran the risk of heating 
the rest of the house because room 
registers couldn’t be shut off com- 
pletely.” 

Recovery rates are higher with Jet- 
Heet’s system than with gas or elec- 
tric water heaters. The Jet-Heet re- 
covery rate is reported to be 50 gph 
on a rise of 100 deg. “That compares 
with a 25-30 gph rate for gas heaters 
and with a 7-10 gph rate of electric 
units,” says MacCracken. 


A Complete Package 


The Jet-Heet water heaters will be 
sold to dealers as a complete package 
that should make installed costs rough- 
ly comparable with that of gas units. 
Included in the package will be the 
heat exchanger, a 30-gal. glass-lined 
water tank, fittings, anode, aquastat, 
low-voltage transformer wiring, and 
automatic damper (attached to the 
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heat exchanger). About the only items 
an installer must furnish are 1-in. cop- 
per tubing for the runs between the 
exchanger and the tank, and a pres- 
sure-relief valve. 

In the market place, Jet-Heet’s units 
will compete with gas and electric wa- 
ter heaters as well as with separate 
oil-fired water heaters. But Jet-Heet 
is counting on the following sales 
points to create a demand for its prod- 
uct: 

e No separate flue connection, re- 
quired with other units, is needed. The 
flue for the warm-air furnace is suffi- 
cient. 

e No separate electrical connec- 
tions are necessary; they would be 
with other units. A low-voltage line is 
connected to the furnace. 

e No separate oil burner is re- 
quired; there’s nothing extra to clean, 
adjust, or service. 

e No separate oil line has to be 
run from oil storage to the heater 
because it isn’t a separate unit. 

e No floor space is taken up by the 
unit because the tank is mounted up 
between floor joists. 

e The tank should last a long time. 
Unlike conventional water heaters, the 
tank is not subjected to direct heat. 
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IN FULL SWING NOW...THIS POWERFUL CAMPAIGN HELPS YOU 


set the record straight on 
High Gasoline Taxes in your State! 


Tailor-made 
for your State— 
All facts and 
figures localized. 





Now newspapers — radio — highway billboards all tell 
your side of the story on this important public issue. 


Today, more than ever, the question of 
high gasoline taxation is in the public spot- 
light! And to make sure your customers 
know the facts—to make sure they know 
you're not to blame for high gasoline taxes 
—the third stage of the Gasoline Tax Edu- 
cation Program began on March 16th... 
and will continue throughout April! 
Tailor-made for your state, this cam- 
paign emphasizes these important facts to 
your customers: 
@ Tells them that gasoline is taxed at a 
rate 5 times as high as diamonds. 
@ Tells them how much they actually 
pay in Federal and State Taxes for every 


gallon—and for every ten gallons of gaso- 
line they buy. 

e Emphasizes the strong support 
which you and the oil industry, like all 
good citizens, have provided for the Na- 
tional Highway Program . . . but points out 
how high gasoline taxes already contribute 
more than a fair share toward this vital 
project. 

e Explains how the Highway Pro- 
gram, under provisions of the 1959 Na- 
tional Highway Act, can actually be im- 
proved if the latest temporary Federal gas- 
Oline tax increase expires on June 30th as 
scheduled. 


Make this Public Education Campaign pay off by pointing it out to your customers! 
Gasoline Tax Education Committee, 575 Lexington Avenue, New York 22, N.Y. 
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Your local newspapers . . . your local 
radio stations . . . and billboards along 
your highways will bring home these facts 
to your customers. You can help by re- 
minding everyone who comes into your 
station to watch for these informative and 
important messages. 





*« Watch 


for big newspaper 
ads... week o 


April 3rd! 

weeks, beginning 
* Look March 16th! 
for billboards ——_ 
throughout the 
month of April! 


* Listen 


for powerful radio 
spots... 
announcements 
per week for 7 
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What's New in Heating, Cooling 


If new equipment shown at a Chicago heating and air-conditioning 


exposition is any indication, oil heat’s future doesn’t look bright 


NEW NATURAL-GAS and electric 
heating and cooling units for home 
and industry shown at the Interna- 
tional Heating and Air Conditioning 
Exposition in Chicago continue to in- 
dicate that heating oil will have a 
tough time keeping up with competi- 
tive fuels. 


What’s Happening Now 


Oil-heat equipment for domestic and 
commercial-industrial uses was on ex- 
hibit (many of the latter using gas and 
oil in combination or separately), but 
the play seemed to go to oil heat’s 
competitors. These were the new de- 
velopments: 

e More-gas fired air-conditioning 
equipment, especially for industrial 
applications. Only one manufacturer 
offers oil-fired cooling equipment, but 
not exclusively. Its big interest is in 
gas-fired units. 

e A wider range of electric-heat 
equipment, with emphasis on electric 
furnaces and room heat pumps (they 
heat and cool) for commercial-indus- 


trial use. Makers of oil- and gas-fired 
equipment are adding electric-heat 
equipment to their product lines. 

e Thermoelectric power (NPN)— 
Mar. p102) in a practical form. A 
warm-air unit uses a thermoelectric 
module to generate enough power 
from the heat of the unit to power a 
fan and provide air movement self- 
adjusted to the firing rate. 

e Test thermoelectric units, show- 
ing its use in air-conditioning equip- 
ment as well as in refrigeration. 


Oil’s Outlook 


Until the American Petroleum In- 
stitute’s fuel-oil committee oil-burner 
research project gets definite results, 
the situation of heating oil will remain 
unchanged. 

For oil men, the exposition did not 
give cause for optimism. One vice 
president of a company making oil- 
and gas-burning commercial-industrial 
equipment summed it up this way: 

“Fuel oil will account for less than 
10% of our total heat-producing fuel 


in 25 years. Gas should level off at 
about 65%-70%, and electricity at 
about 20%. The salvation of the oil 
industry could well be in heat transfer 
and the liquids and gases which can 
best accomplish it. Oil is in a position 
to develop high-heat-transfer fluids of 
greater efficiency and effectivity than 
our present-day water, steam, or heat- 
transfer oils.” 

A spokesman for a company mak- 
ing oil- and gas-fired domestic equip- 
ment indicates why his company is 
heavily in gas equipment: 

“It costs us no more to manufac- 
ture the safety devices for gas-fired 
units than it does for the oil-fired. 
Gas-fired units are the easiest to sell 
now, especially east of the Mississippi, 
which for us is a very large market.” 

A company making oil- and gas- 
fired air-conditioning equipment says: 

“We expect that an expanded range 
of unit capacities and major absortion 
design breakthroughs will quadruple 
the gas industry’s air-conditioning 
market eligibility in the next year.” 


NPN Reprints You Can Use in Your Business... 


e How to Buy a Heating-Oil Jobbership—Vital 
reading if you’re expansion-minded. 6 pages—S50¢. 
Reprint R25 


e Brand-New Guide to Jobber Estate Planning— 
Tailor-made for the independent distributor, but 
also valuable for the salaried manager or company 
representative. Packed with the latest tax-law facts. 
Sure to save you money, perhaps your business. 12 
pages—75¢. Reprint R22 


e New Insights into Pricing—Special report on the 
“inside” aspects of pricing, including three impor- 
tant new independent surveys. Helpful briefing 
materials for new men, field reps, and everyone 
interested in prices. 12 pages—75¢. Reprint R21 


e New Forces in Marketing: How They Affect 
You—A handy 28-page package of three exclusive 
reports on new competitive forces in the °60s, 
published in NPN’s October, November and 
December issues. Tells how food and discount- 
house chains are getting into gasoline retailing, 


how to meet them, how to nail down your existing 
markets and build new ones. A must for every 
marketer. 28 pages—$1. Reprint R20 


e Nine Ways to Outsell Gas Heat—All the am- 
munition heating oil men need to strike back at 
their toughest competitor. 4 pages—25¢. Reprint 
R10 


e How to Figure Gas vs. Oil Cost—A simple and 
lucid explanation of how to figure whether natural 
gas or oil is cheaper in your area. A vital sales 
tool. 2 pages—25¢. Reprint R15 


e How to Sell Your City Council on a Permit—A 
step-by-step plan showing how to use available 
local statistics to prove stations are safe. 4 pages 
—25¢. Reprint R9 


Please order reprints by number. Prices quoted are 
for single copies; quotations for bulk orders avail- 
able on request. Write Reader Service Dept., Na- 
tional Petroleum News, 330 W. 42 St., New York 36 
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customers say, 


{OCHESTER OK, 








in their tune-up sales! 


There’s big money in tune-ups—and particularly in the Spring! More cars are on the 


road, more people on the go, to boost your customers’ cash potential as tune-up specialists. 


An effective Spring tune-up demands top service of the carburetor. To profit-minded and 


performance-minded tune-up dealers that means Rochester O.K. Kits. 


Get your accounts set for Spring tune-up business by recommending the supply of 


Rochester O.K. Kits and Carbon-X Chemicals that they need for their volume. 


Rochester O.K. Kits contain all the necessary parts for a carburetor clean-out on all 
popular American cars and light trucks. When a new unit is needed, you know complete 
Rochester Carburetors are factory calibrated and flow-tested. There’s a new low price— 


and no core charge—for America’s number one original equipment carburetor. 


Whether your customer prescribes a replacement carburetor, an overhaul 
or quick carburetor clean-out, put him in a position to give superior 


Rochester Carburetor performance to his customers. Tune-up profits are 


Bey -vedt 


Rochester Reflects Reliability 


| Seioes | America’s 


number one 
Original equipment 
carburetors 


on the way ... if he is sure to say, “Rochester OK!” 


ROCHESTER 
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Memos for Fuel-Oil Men... 





®& Oil men selling their equipment 
to schools and other institutions 
. (NPN—Feb. p98) may face even 
_ Stiffer competition from gas and 
electric utilities. Oil Heat Council 
of Western Mass. says an electric 
utility in one case, and a gas com- 
pany in another’ offered mainte- 
nance and replacement guarantees 
on their heating equipment for the 
life of the buildings, estimated at 
40 years. To oil men’s protests, 
State Dept. of Public Utilities called 
the offers merchandising, and said 
it lacked power to halt the practice 
unless losses in carrying out the 
guarantees would cause a boost in 
utility rates. 


B® The West Coast regional oil- 
heat promotion “activity has two 
new supporters among suppliers. 
They are Continental Oil Co., 
which markets principally in east- 
ern Washington, and Fletcher Oil 
Co., which markets in the Portland- 
Vancouver market. Total suppliers 
now supporting the program: 13. 


® Jet-Heet Inc., which makes a 
pressurized-flue-type oil burner, has 
expanded manufacturing operations 
by signing a five-year lease on 10,- 
000 sq. ft. of space in a building 
near its main plant in Englewood, 
N. J. At the new plant, Jet-Heet 
will set up operating displays of 
its heating and cooling systems, 
and a sales and service training 
school. 


& Oil Heat Council of New Jer- 
sey’s spring oil-heat promotion is 
out to stop automatic conversions 
of oil to gas. In newspapers and 
on the radio, OHC tells why 
Meenan Oil Co.’s gas-to-oil pro- 
gram in Levittown, N. J., is suc- 
cessful (NPN—Dec. °’60, p92). 
OHC urges homeowners to learn 
more about the safety and economy 
of oil heat by sending for its book- 
let. OHC has hired an independent 
consulting firm to analyze all forms 
of automatic heat so that jobbers 
can get the true picture. 





How 
famous 


faces 








attract new 
customers 


sions 


Rated firms write for free brochure oF 


Success 
plesti-lime inc. 


Knoxville Tennessee 
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PURE Firebird casounes 


Now a powerful new gasoline 
with an exclusive combination 
of additives... 
Jwcson” 2,» 3. 

Y Ye . 
PURE Fir 
Super 


with Tri-tane 











Pure’s ‘Firebird’ suggests power, is easy to remember and pronounce. New gasolines claim exclusive additive package 


Why Pure Changed Brand Name 


New ‘Firebird’ brands give Pure something to talk about, are expected 
to boost sales 7.5% this year. Here’s how the new name was launched 


T5 HEN YOU HAVE a totally new product, 

Wire normally don’t call it by the old name. 
If you did, your story about the difference between 
old and new wouldn’t be as believable.” 

So says Hale Talbot, Pure Oil Co.’s advertising 
manager, in explaining the big reason why Pure 
changed gasoline brand names for the first time in 
13 years. The change came last month. The new 
name: “Firebird.” 

To make sure motorists in its 24-state market 
know all about the differences between old and 
new Pure gasolines, and between Firebird and com- 
petitors’ fuels, Pure is pumping a barrel of money 
into a mass-media ad campaign. 

Pure isn’t saying how much is being spent, only 
that “it’s twice as much as we spent in mass-media 
last year.” Ad agencies figure Pure forked over 
$2.5-million last year, so the Firebird drive seems 
to be a $5-million effort. And this doesn’t include 
cost of other ad material—like point-of-sales signs, 
pump decals, neckties, party napkins, dealer films, 
key chains, bumper emblems, and Firebird party 
hats. 


What Pure’s After 


With that kind of money on the line, Pure natu- 
rally looks for a payout. It expects gasoline sales 
will go up 7.5% this year. That’s a whopping jump 
compared with the 1.3% sales boost all gasoline 
showed in 1959 over 1958. 

Pure expects its new gasolines to gain in sales 
because it offers more to the motorist. The additive 
package is of improved reliability, says Harry Moir, 
Pure’s marketing vice president, and represents five 
year’s research work and 4.5-million road-test miles. 


Firebird Regular, Pure says, is different from 
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other regulars because it has (1) an antistall addi- 
tive that prevents icing in the carburetor and (2) 
a detergent-type additive that keeps carbs cleaner 
longer. “The de-icing additive,” Moir says, “is 
better than those generally used.” 

Firebird Super with Tri-tane, Pure says, contains 
the additives in Firebird Regular plus others that 
cut piston-ring wear, cut spark-plug deposits, and 
eliminate preignition. 

“The additive package,” Moir explains, “keeps 
engines at peak power by reducing preignition by 
as much as 60%; it cuts piston-ring wear caused by 
dust and corrosion by up to 60%; it increases 
spark-plug life in stop-go city driving by up to 
140%; it increases gasoline mileage; it cleans car- 
buretors and protects them against icing.” 


Why New Brand Names? 


“The gasolines were so new, so different they 
demand a new name,” Moir says. So the hunt began 
last summer after the name-change idea was ap- 
proved by company officials. 

Pure’s ad agency, Leo Burnett Co., came up 
with a list of more than 100 names. “We went 
over the list to drop names others had used,” Talbot 
says. 

What was left was researched by the agency. 
“Motorists were shown various names, asked which 
ones suggested a product they were likely to buy,” 
Talbot says. Pure also checked the ease of remem- 
bering and pronouncing the names. Interviews were 
conducted in shopping-centers, parking lots and on 
the street in Chicago and Milwaukee over a three- 
month period. The list of names was whittled down. 


Researchers then talked to motorists to find out 
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Pure’s premium is called ‘Firebird Super with Tri-tane’ 


the qualities they wanted in a gasoline, and to get 
their reaction to names on the list. “We kept scores 
on all answers,” Talbot points out, “and at the end 
we had two names, Firebird and Tri-tane. 

Research showed that Firebird suggested power, 
something new and dynamic; created an image of a 
powerful gasoline for modern cars. And it was easy 
to remember and pronounce. 

Tri-tane, Pure was told, suggested triple benefits, 
triple power, triple octanes, triple additives. 

So housebrand gasoline became “Firebird Regu- 
lar” and premium-grade fuel became “Firebird 
Super with Tri-tane.” 

Selection of a symbol and color to go with the 
new name came next. Color was easy: think of fire 
and you see red, then flames. Bird, naturally, de- 
notes a bird, but there’s no such fowl as a Firebird: 
the name describes any of several red birds.* 

Pure let agency artists go to work on designing 
the symbol. About 50 designs resulted. Some 
showed birds in flight carrying burning torches; 
others were coat-of-arms designs, showing a red 
bird rampant. The final design, a red bird with 
wings of flame in flight, was a composite of what 
Pure and Burnett thought a Firebird should look 
like. 

*Firebird is defined in the dictionary as “any of several small 


birds having brilliant orange or red plumage, as the Baltimore 
oriole, the scarlet tanager, and the vermillion flycatcher.” 
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Point-of-sales banners now have ‘something to talk about’ 


Pure is saving Firebird exclusively for gasoline. 
There was some talk about Firebird heating oil, but 
that idea has been dropped. Using the name for 
other products would dilute its appeal as a gaso- 
ine brand name, Pure thinks. 


Spreading the Word 

Pure’s mass-media campaign includes news- 
papers and magazines (through May), radio news 
and weather programs (through October ), television 
spots, (through June, then October through Decem- 
ber), and billboards (through August). Billboard 
copy will change every two months. Starting in 
May, the message will be “Fire up with Firebird”; 
ans starting in July, it will aim at vacationists with 
“Traveling? Fellow the Firebird.” 

A week before Pure introduced its new motor 
fuel, magazine copy showed a firebird breaking out 
of its shell. Copy said, “We’re about to hatch a 
Firebird.” As the new products were introduced, 
magazine ads headlined “As of now . . . all gaso- 
lines stop being ‘pretty much alike.’ ” 

Newspaper ads will be simple, condensing what 
Moir says into this sales message: The new gaso- 
lines (1) cut down engine wear, (2) save money on 
repairs, and (3) keep an engine at the peak of its 
power.” Point-of-sales banners hammer out this 
theme. Motorists who were researched indicated 
this was the type of message that made them buy. 

Pure backs up its claims about Firebird gasolines 
with files of documented reports coming from vari- 
ous tests. 

A fleet of American Motors Corp. ’61 models 
racked up 1-million miles at Daytona Beach, Fila., 
and elsewhere to prove that Firebird keeps carbs 
clean, data shows. The same story comes from a 
taxi fleet in Columbus, Ohio, which had been 
bothered with governor servicing and carb adjust- 
ment and cleaning. 

One-half-million miles of police-car travel in 
Elgin, Ill., showed spark plugs last longer. Engines 
of these cars were removed at regular intervals to 
be torn down later at Pure’s research center to 
prove that piston-ring wear is cut. 

Other tests were conducted on dynamometers in 
Pure’s research center, in the research center’s test 
fleet, in employes’ cars and in truck fleets. sd 
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If you do, you may never learn how economically you 


can give your products new sales personalities, or help iden- 
tify grades, or even simplify leak detection. 


Say “DuPont Dye”, and get these advantages at low cost 
—for your gasoline, kerosine, fuel oil, lube oils or greases: 


SELECTIVITY— Du Pont dyes, singly or in mixtures, offer 
marketers an unlimited choice of distinctive colors. 





DURABILITY — Du Pont dyes are uniform in color strength, 
colorfast under normal storage conditions; assure you of 
consistent, lasting values. 

So, never say “Dye”. Say “Du Pont Dye”. Your Du Pont 
representative has details. E. I. duPont de Nemours & 
Co. (Inc.), Petroleum Chemicals Div., Wilmington 98, Del. 


LEAD ANTIKNOCK COMPOUNDS 
and other PETROLEUM ADDITIVES 


Better Things for Better Living ... through Chemistry 
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These Products SELL Your Products 
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SELOIL Cabinets help YOU... 


e Increase motor oil sales 
e Speed driveway service 


e Promote Station cleanliness 


You sell more motor oil with an eye-catching 
mass display to remind the customer to buy 
and the man on the driveway to sell. Five 
models to choose from including a new 48-inch 
SELOIL cabinet to match low silhouette pumps. 


@ lube-service center 


A complete customer reminder 
service and lube-bay record 
system including work desk. An 
effective system to build repeat 
business and lube-bay profits. 





MASS DISPLAY and point-of-sale advertising to help increase 
tire sales for you. Doors open and close in SECONDS on ball- 
bearing rollers. Advertising message always visible. Capacity 


108 average-size tires. Display never blocked by cars. 
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Tire Merchandising 
Cabinet 





TIRES 


ial Easy BupGeT TERMS | «TIRE BARGAINS os ae 
Liberal Trade va Momence Trade For Satety & Savings 

















(Same unit, doors closed) 
Install on any surface, concrete, asphalt, gravel or dirt. 


VENDING SHELTER 


Refreshment Patio 


Take advantage of today’s growing 
demand for vending. The Refresh- 
ment Patio is the NEW idea for 
building sales volume and improv- 
ing station operation. Creates new 


traffic, protects customers and 
equipment, eliminates clutter. Economy weather protec- 


@ Available in lengths of 12, 18 and 24-feet. Four 
combinations of each size to choose from. 


tion for vending equip- 
ment. Easily installed on 
any surface, concrete, 
asphalt, gravel or dirt. 


MODERN METAL PRODUCTS CO. - BOX 1798 - GREENSBORO, N.C. 
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Jobber Jimmy Moore is Shell’s ticket back into northeast Louisiana. It’s the first stage of a three-state expansion 


Jobber Spearheads Shell Drive 


Kellogg Oil's switch from American to Shell had more razzmatazz than 
marketers in those parts had seen in 25 years. Here's how it went 


Fe ype AN ABSENCE of 30 years, Shell Oil re- 
turned to northeast Louisiana with a bang. In 
the first three days of its comeback, 54,784 gal. of 
Shell gasoline were sold through 35 retail outlets. 
A competitor called it “the most excitement and 
upheaval this market has seen in the last 25 years.” 

Shell left the four-parish (county) marketing 
area of Ouachita, Franklin, Madison, and Rich- 
land in the early Thirties. Its return is part of an 
expansion drive that will include northern Texas 
and New Mexico. 

Shell’s attack in northeast Louisiana was two- 
pronged: 

e@ It signed up one of the area’s two top jobbers, 
Kellogg Oil Co. of Monroe, La. 

e It backed Kellogg’s switch with a heavy ad- 
vertising and promotion campaign that literally 
saturated Monroe and West Monroe, heart of the 
area. 

Shell had been planning the move for some time, 
and had concentrated on signing up Kellogg for the 
past two years. This part of the campaign finally 
met success early this year. Kellogg agreed to take 
on Shell as a supplier effective March 1. 


Then Shell’s promotion and advertising people 
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went to work. They planned their campaign the 
first few days of February, and launched it officially 
on Feb. 19, 10 days before the “official” opening. 
They described their promotion as “a combination 
of small things” rather than one big thing. 


But in the eyes of competitors, virtually every- 
thing Shell and Kellogg used was big. 


How the Promotion Went 


Shell started out by running a full page advertise- 
ment in each of Monroe’s two daily newspapers on 
Feb. 19. From that day until the week after the 
opening, these full page ads appeared every day 
without a break. They extolled Shell products, but 
this was secondary. The principal theme was an 
announcement that the products were coming to 
Monroe through “Jimmy Moore’s new Shell service 
stations.” Moore is president of Kellogg. 

While this newspaper campaign was going on, 
nine of Shell’s southern-division people moved in 
from New Orleans. 

Two dealer meetings were held. Both had free 
cocktails and dinners. At the first meeting, Shell’s 
advance guard told the dealers about the company 
and its products. At the second, dealers were given 
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Kites and balloons were given free at Shell stations. Kites moved fastest 


(Begins on page 141) 

the schedule of events leading up to and during the 
“official” three-day opening. Each dealer was meas- 
ured for a free Shell uniform. Attendants were fur- 
nished one complete uniform free. 

Meanwhile Monroe and West Monroe were being 
saturated with a “soft sell” campaign. 

Book matches with the Shell emblem showed up 
in virtually all stores and public places. Ads taken 
from Shell’s public-relations program appeared in 
bank, hotel, and store windows. Display ads plast- 
ered the city’s buses. Four radio stations carried 
a heavy schedule of spots. Carol Lane, Shell’s 
women’s travel director, flew in for personal ap- 
pearances on television and radio. 

On the night of Feb. 25, a big and shiny new 
Shell transport was driven up from New Orleans. 
For several days it traveled planned routes around 
and through the city. Its only purpose was to be 
seen by as many people as possible. The routes 
and schedules were mapped out so the vehicle 
wouldn’t become obnoxious to local motorists. 

On the weekend prior to the opening, a local 
movie theatre was bought out for three days. To 
see “Young At Heart,” only a clipping from the 
Shell newspaper ad was required. Popcorn was free 
at the movie. Over 10,000 people took advantage 
of this, crowding into the 1,000-seat capacity theater 
during the three days. A short personal commercial 
was delivered at movie intermissions. 

Just prior to opening day, an open house for 


Shell ads appeared in window displays 


dealers and their families was held at Kellogg’s 
new bulk plant. A ribbon-cutting ceremony with 
the mayors of West Monroe and Monroe started 
out the open house. 

On the eve of the “grand opening,” a cocktail 
and dinner party was held for what Shell’s ad agency 
called the “Thought Leaders” of the community. 
Invitations went out to 78, and about 75 showed 
up. Shell division manager Jim Parks and others 
gave short talks about Shell. 

For the three-day official opening of the 35 
retail outlets, there were balloons, Cokes, lollipops 
and kites at all stations. Some dealers put on pro- 
motions of their own, like giving two pounds of 
sugar on fillups of five gal. or more. The kites 
moved faster than anything else. 

What did it all cost? Both Shell and jobber Moore 
hesitate to say. Competitors believe the promotion 
costs, the expense of repainting stations, and hang- 
ing of new signs ran $150,000, at the bare 
minimum. The tab may have been much higher 
than that. 

But competitors grudgingly admit that it was 
one of the smoothest campaigns to re-enter a mar- 
ket they had seen. From kindergarten-age up, 
Monroe citizens knew Shell was coming to town. 
Some believe the free movie deal, with the popcorn 
tie-in, may have been the master stroke. This got 
the kids interested. They informed their parents 
of the “big deal,” just in case they had missed it. 

There were also over 6,000 Shell credit cards 
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Shell threw two dealer meetings, both with free dinner and cocktails Free Cokes were given at ‘grand opening’ 


mailed out to people who had been recommended 
by Kellogg. 


The Value of a Jobber 


Shell undoubtedly would have had a much 
tougher time returning had it not acquired Kellogg 
as a jobber. 

Kellogg had operated in Monroe since 1941 as 
a Pan Am and, later, American Oil Co. jobber. It 
started out at about 90,000 gal. per month, and 
last year did slightly over 6-million gal. of light-oil 
business. Most of this was gasoline and diesel. The 
bulk moved through 40 retail outlets. 

In 1960 Kellogg had a 1.5% motor-oil ratio 
(1.5 gal. oil per 100 gal. gasoline). It sold $52,680 
of tires, batteries, and accessories. Accessories were 
a big item, with over $22,000-worth sold. 

In switching from Amoco to Shell, Kellogg lost 
five retail accounts. Of the 35 it retained, 22 are 
“Class A” stations. The rest are grocery-type out- 
lets. The firm owns or has on lease 20 of the 22 
“A” stations. Besides its retail business, Kellogg 
does about 150,000 gal. a month in commercial 
sales. 

Kellogg was formed in 1941 in Monroe by 
Walter Kellogg. He ran the business for several 
years, until James W. Moore was brought in as 
general manager in 1948. Moore has been, among 
other things, a highly successful retail station man- 
ager. He gradually took over the operations of 
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Kellogg, while Walter Kellogg became less and less 
active. 

Moore obtained 21% ownership of the firm dur- 
ing this period. Last year Kellogg started thinking 
of liquidating the biggest part of his interest, and 
this had a lot to do with setting the stage for the 
switch to Shell. 

Moore says he had the opportunity to increase 
his interest in the distributorship to 90% (with 
Kellogg retaining the other 10%), and “Shell came 
in with a financial-aid program that enabled me 
to do this.” Amoco later made the same offer, he 
says, but by that time the deal with Shell was 
fairly well set. Moore refers to the financial-aid 
part as “an adequate program” without going into 
details. 

“He’s in hock in a big way, there’s no doubt 
about that,” says a competitor. “I'd say Jimmy’s 
got a rough two years ahead of him. But Ill say 
this. If anybody can make it, he can.” 


Why Moore Switched to Shell 


If this indebtedness part of the deal bothers 
Moore in the least, it doesn’t show up in conversa- 
tion with him. He lists several reasons for switching 
to Shell more important than the financial aid. 

He believes, for one thing, that the Shell brand 
“has more national recognition than Amoco.” He 
anticipates stations located on highways may in- 
crease volume as much as 18% to 20% with the 





Merchandising 





rn 


SRELLZKELLONG 61 


Shell foots the bill for three days of free movies .. . 


(Begins on page 141) 

Shell emblem. He bases this belief partially on 
the success of a local jobber who switched to Texaco 
a couple of years ago. This jobber’s highway sta- 
tions, Moore says, have climbed an average of 22%. 

Shell gave Moore an exclusive franchise in the 
four-parish area and left other territory open in 
northeast Louisiana. “I’ve got a bigger area to start 
with, and I can make it even bigger. It just depends 
on how fast I can move,” he says. 

Moore will start out by adding five stations to 
replace those lost in the switch. Three of these will 
be new, two are switching. He believes his volume 
may drop some during the first 90 days, but thinks 
by July his volume will be back up to pre-Shell 
days. From then on he expects it to climb steadily. 

Another reason he gives is that “Shell is more 
jobber-minded. We can move faster in putting deals 
together. They are very flexible. Some of this may 
wear off later. I know things always look brighter 
during the courting days. But I’m sold on them.” 

Shell is just as sold on Jimmy Moore. One of 
their divisional men says the 39-year-old Moore 
“was our choice from the beginning. We felt we 
had to have him, and worked on him for a couple 
of years.” 


What Kellogg Had to Build 


Moore had to build a new bulk plant and office 
in Monroe because his old one was controlled by 
Amoco. He put in a 100,000-gal. plant and office 
building on a piece of property formerly owned by 
a parochial school. A warehouse and service station 
will be added later. 

Kellogg also has a bulk plant (25,000 gal.) at 
Mangham, La., operated by a subagent. The com- 
pany has made arrangements to put in another of 
about the same size at Delhi, La., and may even- 
tually add a fourth at Ruston or Arcadia. Moore 


. . » giving a short personal commercial at intermissions 


says he bypasses bulk plants on 70% of his retail 
volume, but the plants are needed for smaller ac- 
counts and commercial business. 

Moore pulls product off the Little Inch pipeline 
at Arcadia, so maybe he won’t have to put a bulk 
plant there or at Ruston. “If we do, it will be a 
small one,” says Moore. 

The Kellogg switch to Shell set off a chain- 
reaction of sorts in Monroe, and that’s why some 
competitors say his move has caused so much 
excitement. 

After losing Kellogg, Amoco signed up Lion Oil’s 
jobber in that area. A former Esso reseller went 
to work for Moore. Continental Oil put a new agent 
in the area, and Lion was looking for another dis- 
tributor. On top of this, there was talk of Skelly 
making a change. 

But if the competition is excited so far, it will 
really flip later, Moore figures. 

“We don’t plan to add too many more stations 
this year. But by the end of the year, we'll take 
stock of our situation. I visualize eventually having 
an eight-parish territory extending across the state 
from Mississippi to Texas. 

“I firmly believe the Shell brand will help us 
a lot, and we will help Shell. On our three-day 
opening, our stations pumped 36,720 gal. more than 
for the comparable period last year, and we had 
five less. Compared with the first three days of 
February, they pumped 44,833 gal. more. 

“We also checked the stations after the openings 
were over and the gimmicks gone. One that pumped 
1,278 gal. on Feb. 28 was up to 2,491 on March 7. 
We'll lose some of that momentum, but we certainly 
got off to a good start.” 

Moore also expects to increase his commercial 
business. He now has a man working full time on 
this on a commission arrangement. 
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THE HEART OF ANY BULK PLANT OPERATION... 
IS THE PUMP THAT SPEEDS DELIVERIES, DEPENDABLY! 
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KEYSTONE cuts dultuam time 
over 60% with MARLOW! 


Keystone Oil Company operates six, 60,000-gallon-capacity 

bulk plants that serve the Philadelphia area with #2 fuel oil. 

M anfow At the firm’s Front & Berks Street Plant they recently replaced 

an old positive displacement pump with a Marlow, 32 HELP- 

PUMPS 13 to more than double loading rates. This makes it possible 

for them to keep pace with their home fuel oil delivery trucks 

which are Marlow equipped. Marlow 2C2G’s on the trucks more 

MARLOW PUMPS? | than doubled their delivery rates. The equipment was sold by 
DIVISION OF BELL & GOSSETT COMPANY E. O. Habhegger Co. of Philadelphia. : 

If you are modernizing a present plant or planning a new 

MIDLAND PARK, NEW JERSEY. one, look to Marlow for the solution to your petroleum pump- 

Morton Grove, Illinois * Longview, Texas ing problems. Marlow builds a complete range of pumps for bulk 

al a Me RS plants, home delivery trucks, and transports. Write today for 

ew yee bh een ae Bulletin PM-06 and the name of your Marlow dealer. oni 
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Midwest marketer stops 
customer complaints 
on fuel by using... 


A TRETOLITE 
COMPANY PRODUCT 


These bar charts illustrate the results on some of the 
comparative tests conducted. Additive ‘‘B’” was the 
additive which TOLAD replaced. 


During a recent heating season, a midwestern 
oil company was plagued with customer com- 
plaints, stemming from frequent plugging of 
filters in domestic heating systems. .. despite 
the fact that the refiner was using a commercial 
additive to prevent such difficulties. 

The company inspected the household fuel 
tanks and filters of its customers. These in- 
spections showed the fuel oil to be highly 
unstable, which resulted in the formation of 
sludge. The sludge was plugging the filters. 

The refiner castacl comparative fuel addi- 
tive tests, and, based on the results, selected 
Torap"Fuel Additive. During the ensuing heat- 
ing season, with ToLAp in the fuel oil, sludge 
formation was virtually nil. 

The only customer complaints received were 
the result of faulty burner adjustment. The use 
of ToLap is now routine with this refiner. 

To improve the storage stability of your fuel 
oils, pe cut additive costs at the same time, 
ask your Tretolite refinery service engineer 
about ToLap Fuel Additive, or write... 


"Registered trademark of Petrolite Corporation 


PHTROLITE 


CORPORATION 


FA-60-5 


Offices and Representatives In 
CANADA e ENGLAND e VENEZUELA e¢ BRAZIL 


COLOMBIA « GERMANY « ITALY « JAPAN ¢ KUWAIT 
MEXICO e NETHERLANDS ¢ PERU e TRINIDAD 
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Oil company’s full-page newspaper ads... 


AND THE JAM 


JENNEY 


... urge Bostonians to tell lawmakers... 


Oil Firm Boosts Rail Travel 


YOU DON’T often hear of an oil 
company boosting rail travel. If you 
did, you’d be almost sure to conclude 
there had to be some public-service 
purpose in it. 

Well here’s such a company, and 
there is. Jenney Manufacturing Co., 
private-brander with about 800 out- 
lets in New England, has started an 
advertising campaign for more rapid- 
transit facilities in the Boston metro- 
politan area. 

Jenney ran three full-page ads (see 
illustrations) in all major Boston news- 
papers last month urging the public 
to save the Old Colony rail line 
for rapid transit, and then to ask law- 
makers for similar extensions over 
other railway rights-of-way. The mes- 
sage was broadcast over seven radio 
stations, too. 

Boston is one of many cities having 
severe traffic problems, exacerbated 
by the financial failure of commuter 
railroads. 

The object is to encourage the 
Massachusetts legislature to buy the 
line and convert it to rapid transit. 
Says Robert M. Jenney, president, 
“It doesn’t make good business sense 
to turn down transit extensions be- 
cause of cost and then try to take 
care of the increased highway travel 
by building roads at even greater 
costs.” 

Why is Jenney doing it? For bal- 
anced transportation and civic pride, 
says president Jenney: 

e “Our concern with Boston’s cri- 
tical traffic problem is natural—after 





RAIL AND RUBBER: 
WE NEED BOTH 


JENNEY 


. - to improve city rail transportation 


all, transportation is our business and 
has been since we opened New 
England’s first drive-in ‘gas’ station.” 

e “Our company started doing bus- 
iness in Boston 150 years ago, and is 
the nation’s oldest oil company... . 
If this program will help motivate, 
people to act for the good of New 
England’s vital-core area, our efforts 
will have been worthwhile.” 

The ad campaign is reported to 
be costing Jenney more than $100,000 
for the month of March alone. 
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Humble Issues 
Its Own Brand 
Trading Stamp 


HUMBLE Oil and Refining Co. is 
experimenting with its own brand of 
trading stamps. 

The stamps are in use at two com- 
pany-operated stations in Alliance, 
Ohio. 

Called “Happy Stamps,” they’re 
given on volume of sales, not on value 
of sale: one stamp per gallon of gas- 


oline, one stamp per quart of motor | 


oil. 

It takes 150 stamps to fill a book. 
Books are redeemable for some 40 
merchandise items (glasses, cutlery, 
ash trays, stainless steelware, and 
others), most on display at the Humble 
outlets. 

Humble is trying to find out whether 
a house-brand stamp can compete with 
the many other stamps being given at 
Ohio stations. 

If they work, they will help Humble 
get established in the Ohio market, 
which the company entered a few 
months ago. A spokesman says no con- 
sideration has been given to trying the 
stamps in other states. 

The Happy Stamp is yellow and 
blue with a picture of the smiling 
oil drop, a worldwide Jersey Standard 
trademark. Humble is a Jersey sub- 
sidiary. 

Happy Stamps get their name from 
the Jersey slogan, “Happy Motoring,” 
which also appears on the face of the 
stamp. Value is listed as one mill. 

The price of the stamps to dealers 
hasn’t come up, because they’re being 
given to company-operated station 
managers free. 

Stamps _ like 
would be legal even in states or 
localities banning stamps. Under 
Wyoming’s new antistamp law, trading 
stamps are illegal, but a company 
can issue and redeem its own. 

The reasoning is that such a stamp 
plan is no different from a premium 
plan, except that the customer saves 
stamps to keep track of how much 
merchandise he has coming. 

Another thing, the stamps could, 
if they were given in the right ratio 
of stamps to gallons, eliminate the 
practice of giving stamps on the tax 
part of gasoline price. Many jobbers 
and dealers, particularly in California, 
think this practice adds unfairly to the 
cost of merchandising with stamps. 

California jobbers want stamp com- 
panies to discourage the custom. 


Humble’s probably 
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Wes White clears 
over 8,000 in 5 years 


“I get my $400 invest- 
ment back 4 times a 
year, reports Wes White, 
Mgr. Zephyr Oil Co., 
Grand Rapids, Michigan. 

“That means over $1 
extra profit per customer 
per year. But more impor- 
tant, we have completely 
ended runouts due to the 
former degree day system 
based on limited infor- 
mation. 

“The Johnson helps us 
schedule loads better. It’s 
the best investment per 
dollar of return we ever 
made. Has run 5 years 
trouble free. 

“T recommend it to any 
fuel oil distributor who 
wants an easy way to in- 
crease profits.” 








| Name 


| Address 


Wes White, ZEPHYR Oil Co., says: | 

“You make ‘l extra per customer 

per year with the Johnson 
Fuel Demand Meter” 


Johnson accuracy 
makes the profitable 
difference 


Wes White and many others have found: 
Mean temperatures are no longer enough 
for figuring oil consumption, especially in 
mild weather. The Johnson uses a// weather 
factors—sun, wind, snow, rain—to give you 
an electronically accurate fuel demand for 
each customer. Saves office work, improves 
load handling, usually saves at least one drop 
per customer per year. Get literature today. 


NEW DESK 


heat and 
hot water 


JOHNSON DEGREE DAY SYSTEM 


329 S. PITCHER ST., KALAMAZOO, MICH. 


| JOHNSON DEGREE DAY SYSTEM 329 S. Pitcher, Kalamazoo, Mich. | 


Please send me “20 NEW 


WAYS TO PROFIT BY DEGREE | 


DAYS” with information about your Fuel Demand Meters 














CONOCO’S HOTTEST BRAND GOING IS A SYMBOL 


This symbol is the face we present to motorists who 
are looking for quality products, fine service, and 
friendly care for their cars. 

When you switch to Conoco and make it your 
brand, you join the outfit that meets these new cus- 
tomers on the driveway every day. New customers 
looking for the better products and better service 
that Conoco . . . Hottest Brand Going! . . . means 
to them. 

Conoco Dealers know that the Hottest Brand 
Going makes a big difference in the business they do. 
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But Conoco does more than offer big brand appeal. 
Conoco believes in dealer help. For example, Conoco 
has important information gained from valuable ex- 
perience that can go a long way toward improving 
service station management. 

Our information covers such areas as: record keep- 
ing, promotions, driveway tips, local retail advertis- 
ing, how to get the most from your men and how to 
plan for the future. This help is available to you, too. 
Write the subjects that interest you on a post card 


and mail to the Conoco Division Manager nearest you. 
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Contact the nearest 
Conoco Division 
Manager today 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


E. G. Hoover 

244 Rowan Bldg. 

6000 Camp Bowie Bivd. 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm PI. 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


W. E. Biggerstaff 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


C. O. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, Illinois, 


J. L. McCulley 
1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 
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Cities Service Thermo-Fax accounting system saves time, space, money. ‘Filmac 100’ 
viewer is used to check one of 2-million invoices recorded on 700 rolls of microfilm 


Microfilming Credit Invoices 


Here’s how Cities Service saves an estimated 
$50,000 a year on credit-card accounting 


AT A TIME when oil companies are 
especially cost-conscious, Cities Serv- 
ice Oil Co. has found a way to save 
an estimated $50,000 a year on ac- 
counting procedures. 

How? Cities Service has introduced 
a new Thermo-Fax microfilm system 
to simplify the handling of over 2- 
million credit-card invoices. 

The new system consists of one 
“Filmac 100” reader-printer and 700 
rolls of film contained in a single 
cabinet to service approximately 475,- 
000 accounts. It enables the com- 
pany’s Philadelphia accounting office 
to locate any invoice quickly. If a copy 
is needed, which happens 2,000 to 
3,000 times a month, a print can be 
made in a few seconds. 

Here’s how the new system works: 

When a credit-card customer buys 
products at a company station, he 
gives his card to the attendant, who 
prepares an invoice in duplicate. The 
copy is given to the customer, and the 
original is retained by the dealer. He 
forwards it to the accounting office, 
where it is credited to his account and 
photographed for inclusion in the 
microfilm file. (This eliminates the 
need for a triplicate copy.) The origi- 
nal copy is then forwarded to the 
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credit-card holder with his monthly 
statement. 

By microfilming its credit invoices, 
Cities Service has been able to save 
on space, time, and labor: 

e Space—Two-million invoices are 
kept on microfilm in a single cabinet. 

e Time—Laborious filing and re- 
trieving and use of a triplicate copy 
have been eliminated. 

e Labor—Just one man operates 
the system. 

Based on knowledge of square 
footage and labor costs, Cities Serv- 
ice comptroller James W. Fry esti- 
mates savings for space and personnel 
at $50,000 a year. 

The company adopted Thermo-Fax 
microfilming 312 years ago when it 
initiated the credit-card system at its 
East Coast service stations. 

The “Filmac 100” is a table-top 
model. It can be used as a viewer for 
microfilm, or to produce an 8x10 
print in 10 seconds merely by press- 
ing a button. Reproductions cost 
about 8¢ a copy. 

Fry estimates that since the sys- 
tem was inaugurated his department 
has photographed 2-million invoices 
at the rate of 250,000 to 300,000 a 
month. 
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Why a Jobber Converts His Truck 


Conversion equipment costs $200 per truck, but it saves more than 
$2,000 over the life of each unit, says Como Oil. And the jobber 
finds LPG ultra-reliable. Here’s why and how the switch was made 


OMO Oj1L Co. differs from most gasoline and 

heating-oil jobbers. Two-thirds of its deliv- 
ery fleet runs on liquefied-petroleum gas instead of 
gasoline. 

Although Como Oil, a Phillips operation in Du- 
luth, Minn., now handles Philgas, this had nothing 
to do with its choice of motor fuel. Conversion to 
LP-gas was at first strictly a matter of improving 
the reliability of truck operation. Economy came 
with it. Como used LP-gas as a motor fuel before 
the company added that product to its jobber line. 

Since 1957 Como Oil has converted six of its 
gasoline-fueled heating-oil trucks and two of its 
gasoline-fueled LP-gas delivery trucks to LPG. A 
passenger car used by the Philgas unit runs on either 
fuel at the flick of a switch. Newer gasoline 
transports burn diesel while the older ones oper- 
ate on gasoline. Their replacements, when the time 
comes, will probably be converted to LP-gas. Serv- 
ice trucks in the gasoline and heating-oil operations 
are still gasoline fueled. 


What’s Behind the Switchover 


The quest for increased reliability in truck opera- 
tion led Como Oil to LP-gas as a truck fuel. “We 
had two gasoline-driven Dodge trucks on heating- 
oil deliveries that tended to vaporlock in the warm 
weather during summer and early fall,” says Larry 
Brown, Como Oil’s office manager. 

Vaporlocking would occur while the trucks were 
pumping oil into home storage tanks. “At first we 
brought the trucks in to see what we could do,” 
Brown adds. That took the trucks out of service and 
interfered with the summer-fill delivery schedule. 


“Then we told drivers to leave the trucks where 
they were and pour cool water over the fuel pump. 
If cool water wasn’t available, drivers sat it out, 
waiting for the pump to unlock,” Brown adds. 
Asking accounts for permission to use their hose to 
cool fuel pumps was bothersome, gave the impres- 
sion that Como Oil’s trucks were unreliable, and 
took time. Waiting for the pump to cool down by 
itself also took time. 

In either event, the units would be out of service, 
delivery schedules would be upset, and, in some 
cases, other trucks had to be put into operation. 

Como Oil tried electric fuel pumps on the units 
that vaporlocked. This helped some, but it was no 
cure. Besides, installation was tricky, Brown says, 
in many cases involving the installation of new fuel 
lines. 


“It was here,” Brown says, “that we decided to 
see what LP-gas would do.”” Two heating-oil trucks 
and one LP-gas delivery truck were converted. The 
test started in the spring of 1957 and lasted through 
the summer of 1958. After that, the other heating- 
oil trucks were converted to LP-gas. New trucks, 
ordered with gasoline-fueled engines, were con- 
verted to LP-gas before they went out. 


How LPG Is Working Out 


If one word could be used to sum up Como Oil’s 
reaction to LP-gas as a motor fuel, it would be: 
“sreat.”” LP-gas not only licked vaporlock but also 
came up with these additional money-saving bene- 
fits: 


e@ Fuel saving. “There’s a slight saving in fuel 
costs,” Brown says. “It averages about 10%.” 

e@ Oil saving. Oil-change interval, once 1,000 
speedometer miles (about 3,000 engine miles), is 
now 3,000 speedometer miles (about 9,000 engine 
miles). LP-gas burns as a gas, not as a liquid as 
does gasoline. Hence, no liquid passes piston rings 
to dilute crankcase oil. While the quantity of oil 
bought is down two-thirds, even more important to 
Como Oil is the time and money saved in making 
these oil changes less often. “We save about an hour 
in the shop as a result,” Brown says. Daily oil 
consumption remains unchanged, about one pint a 
day. 

e Filter savings. Oil filters, changed every 3,000 
speedometer miles, now are changed every 12,000 
miles, for a 75% saving in filter costs. 


e Longer spark-plug life. “With gasoline,” 
Brown says, “plugs lasted 20,000 miles. Now we 


Conversion to LPG was strictly a matter of improving re- 
liability at first, says Larry Brown, Como office manager 
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Engines from Gasoline to LP-Gas 


change them at 60,000 miles and then only be- 
cause the electrodes are worn. The porcelain is still 
good.” 

e@ Fewer engine overhauls. Although frequency 
of motor overhaul work depends a lot on how 
drivers run their trucks, Como Oil’s gasoline-fueled 
trucks did 22,000 to 24,000 miles between over. 
hauls. That interval has been doubled with LP-gas, 
and then some. “One of the Dodges was last over- 
hauled 22 years ago,” Brown says. “Since then it 
has gone 60,000 miles (about 180,000 engine 
miles) and still hasn’t been touched.” 

e@ Faster winter starts. Trucks, stored in un- 
heated areas in the winter, start at the first crack of 
the starter button in an area where the average 
early-morning winter temperature is zero degrees. 
And they start without flooding or choking, prob- 
lems common with  gasoline-powered engines. 
Brown says trucks are ready to roll without buck- 
ing or lugging, which can cause damage to motor 
parts or running gear in conventionally fueled 
trucks. 

e@ Longer useful truck life. The biggest plus in 
using LP-gas, Brown maintains, is the two years 


added to the life of a truck. Como Oil leases its 
equipment from a St. Paul concern on a four-year 
basis. If equipment was gasoline powered, Como 
would get new trucks at the end of the four-year 
period. 

“But with LP-gas,” Brown maintains, “we can 
get six years out of a truck. In other words, we 
pay nothing to the leasing concern for the last two 
years. This saves us at least $2,000 per unit over 
the life of a truck.” 

Looking at it another way, you’re saving about 
50% of the cost of the truck, he says. 


Is Conversion a Big Job? 

Changing to LP-gas is a simple matter, says 
Clyde McClure, Como Oil’s truck-maintenance man 
who did the work. It takes about a day per truck. 

One factor that makes conversion easy: LP-gas 
conversion kits are standardized so that compo- 
nents can be used on all different makes of engines 
without much modification. About the only modi- 
fication required is on an overhead-valve, six- 
cylinder engine, where a separate intake manifold 


Conversion Job: Four Simple Components 


a 4 tat 


FUEL TANK, Installed in truck side compartment, with 
lines running to engine. Cost: $130. Capacity: 50 gal. 


CARBURETOR. Cost: $70-75. Since LPG is a gas already, 
it doesn’t have to be vaporized, can’t dilute crankcase 
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CONVERTER. Or combination heat exchanger and pressure 
regulator. Cost: about $60. Eases LPG to air pressure 


FILTER, ELECTRIC LocKOFF, Lockoff is for safety, shutting 
off fuel when ignition is turned off. Cost: about $22.50 
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(Begins on page 150) 


must be installed to get it away from the exhaust 
manifold. V-8’s require no modification. 

Conversion represents a $200 investment per 
truck, and it’s a one-time expense. Components of 
kits can be removed at trade-in time and installed 
on new units. Labor is the only extra cost. 

Como Oil’s trucks have these basic LP-gas con- 
version components: 

@ Fuel tank, which costs about $130. Capacity 
is 50 gal. of fuel, which is stored under pressures 
as high as 200 psi. Tank weighs about 100 to 125 
lb. On Como Oil’s trucks, the tank is placed in a 
side compartment, with lines running to the engine. 

e@ Converter or combination heat exchanger and 
pressure regulator, which costs about $65. This 
replaces fuel pump and float chamber of a gasoline 
carburetor. Water from the truck’s cooling system 
circulates around the heat exchanger. 

e@ Carburetor, which costs about $70-$75. 

e Filter with electric lock-off, which costs about 
$22.50. The filter acts much the same as a similar 
unit in a gasoline line. The lock-off is a safety 
feature, shutting off the flow of fuel from the tank 
to the carburetor once the ignition is turned off. 


The above conversion equipment is used on two 
1954 Dodges, each with a four-compartment, 
1,500-gal. tank; on a 1957 International (Series 
190) with a three-compartment, 2,000-gal. tank; 
on two 1958 GMC’s, each with a three-compart- 
ment, 1,200-gal. tank; and on a 1958 Dodge, 
with a four-compartment, 1,200-gal. tank. These 
trucks deliver oil to Como Oil’s more than 5,000 
accounts in an urban and rural area within a 20- 
mile radius of Duluth. 

This conversion equipment is also used on a 
1956 Chevrolet 1,800-gal. tank truck and a 1959 
GMC truck with a 2,500-gal. tank, both used in 
retail LP-gas deliveries. 

Still on gasoline are two 4,000-gal. transports. 
“Their age and their small carrying capacities are 
reasons why we haven’t changed them to LP-gas. 
We use them only in peak periods,” Brown says. 

Two other transports are diesel, a 5,400-gal. 
unit and a 7,200-gal. unit. “We bought them with 
diesel engines,” Brown says, “because at the time 
we hauled product from Minneapolis, a long- 
distance haul.” But their replacements will prob- 
ably be LPG-fueled because Como Oil now pulls 
product from a pipeline terminal in Harney, about 
10 miles west of Duluth. “That’s a comparatively 
short haul,” Brown adds, “and we’re finding that 
diesels aren’t ideal for this work.” On short hauls, 
Como Oil has come up against cracked cylinders 
on its diesels. 

Como’s conversion program included setting up 
supply points so that trucks could be refueled with 
LP-gas. Como Oil made arrangements with two of 
its 32 service-station dealers to install LP-gas dis- 
pensers. Both stations are in Dulyth. Trucks can 
also be refueled at Como’s Harney bulk plant. & 


BERMUDA 
SHORTS and 
SERVICE 
STATIONS 
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DETROIT : 
NEWSLETTER Wi 


By DONALD MacDONALD 


Here's what automotive 
engineers are working 
on for future travel 


IF DISPLAYS at SAE’s recent In- 
ternational Congress and Exposition 
in Detroit prove prophetic, most of 
us will live to see a revolution in 
transportation. 

General Motors planners came up 
with perhaps the most spectacular 
idea. A motion picture of GM’s 
“Autoline” showed how relatively con- 
ventional vehicles could drive up to 
a trough-shaped, single-lane highway 
stretching between, say, Detroit and 
New York. The driver stops at the 
entrance to punch identification and 
destination into a console. 


The console feeds this information 
to a computor that would program 
the car into traffic flow at the right 
moment by means of a spiral acceler- 
ation ramp. Once on the highway the 
vehicle would join cars already speed- 
ing along automatically, bumper to 
bumper, at speeds approaching 200 
mph. 

Incredible as it sounds, a GM 
spokesman stated that the concept 
could be brought to the prototype 
stage in two years and be an operat- 
ing reality within 10. 


* 

McLough Steel Corp. exhibited a 
monorail system that utilized four- 
passenger vehicles able to operate 
conventionally or on rail. 

The vehicles would use regular 
highways to reach the intercity mono- 
rail terminal, mount themselves on a 
pod, and be whisked away at high 
speed. The cars would use small gas- 
oline engines for their own propul- 
sion, but the pod on the monorail 
would be electrically powered. 

4 

Closer to reality was a proposal by 

an 18-company French syndicate for 


Automotive 


a rubber-tired, urban monorail system 
that could be built for $5-million per 
mile—a cost about one-fourth that 
of a subway. 

* 


Ford’s industrial-engine division 
showed a new model #704 gas tur- 
bine suitable for installation in heavy 
trucks. Ford has two such units in- 
stalled and running, one in a truck 
and the other in a passenger car. 

The #704 is a turbocharged gas 
turbine consisting of two compres- 
sion stages with intercooling between 
them, primary and reheat combustion 
chambers, and a heat exchanger be- 
tween the second stage of compression 
and the primary combustor. Over-all 
pressure ratio is 16 to 1. 

It weighs only 650 lb. complete 
with accessories. A diesel engine of 
comparable output (300 hp) would 
weigh about 2,700 Ib. Preliminary 
tests show that the turbine can match 
the economy and durability of an 
equivalent reciprocating truck engine. 
The engine is not for sale yet, and 
no target date for marketing has been 
set. 





Time was when women didn’t wear Bermuda 
shorts, or patronize service stations. But customs 
— and customers — change. Today fhore than 

a third of the cars which pull up to the nation’s 


0.00 


" YOUR PURCHASE 


pump islands are driven by women. 


Do your islands enjoy their full share of feminine 
patronage? If they don’t, consider the degree 

of your islands’ eye-appeal. Then consider how 
those islands would be enhanced by new 
Gilbarco ‘‘44"” pumps, shining in enamel 

and stainless steel. 


Built to look well, to wear well, to sell as well as 
to serve, new Gilbarco “44's” are a station 
investment that will pay high dividends 

for years to come. 








Gilbert & Barker 
Manufacturing Co. 
West Springfield, Mass. 
Toronto, Canada 
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BROADER WARRANTIES... 
GREATER DURABILITY... 
BIGGER CHOICE! 











@ New Super Duty V-8 Dealer Warranty—100,000 miles or 24 months! 
@ New extended Dealer Warranty for entire truck line—12 months or 12,000 miles! 
@ New stronger frames and huskier cabs for Conventional Cab models! 
® Now 222 money-saving Tilts, Tandems and Conventionals with Super Duty V-8’s to choose from! 


Ford’s rigid quality control program gives you 
unsurpassed dependability! Positive evidence 
of uniformly high production and inspection 
standards is the exclusive new 100,000-mile 
engine warranty. On 401-, 477- and 534-cu. in. 
Super Duty V-8 engines, each major engine 
part (including block, heads, crankshaft, valves, 
pistons, rings), when engine is used in normal 
service, is warranted by your dealer against 
defects in material or workmanship for 100,000 
miles or 24 months, whichever comes first. 
Warranty covers the full cost of replacement 
parts . . . full labor costs for the first year or 





Tandem Axle models are available with tilt cabs. 
As with conventional tandems, aluminum walking 
beams, wheels, fuel tanks are offered to cut weight. 





New tougher tandems offer greater strengthinchassis, 
cab and sheet metal . . . new wide-track front end 
stability. Powered by rugged Super Duty V-8’s, Ford 
tandems go up to 51,000-Ib. GVW, 75,000-ib. GCW. 


QUALITY-BUILT... 
MAINTENANCE- 
ENG/NEERED 
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50,000 miles, sliding percentage scale thereafter. 

In addition, an extended warranty covers all 
1961 Ford Trucks of any size. Each part, 
except tires and tubes, is now warranted by 
your dealer against defects in material or work- 
manship for 12 months or 12,000 miles, which- 
ever comes first. The warranty does not apply, 
of course, to normal maintenance service or to 
the replacement as normal maintenance of such 
items as filters, spark plugs and ignition points. 
No other truck gives you such protection for 
your investment; never before could you be so 
confident of long-range durability! 


Most popular Tilt Cabs on the American road! 1961 
models represent five years of improvements. Four 
series—up to 36,000-lb. GVW, 65,000-Ib. GCW. 


New huskier conventional trucks feature lighter, 
stronger frames of high-tensile steel .. . heavier gauge 
metal and stress-isolating independent mounting for 
radiator, fenders and cab. 


FORD TRUCKS COST LESS 
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How Outdoor Tire Racks Help Sales 


Shell's Chicago division finds that outdoor tire racks do wonders 
for dealers who use them. Now every new service station gets one 


WO-THIRDS of the lessee and consignee station 

operators in Shell’s Chicago-division territory 
are now equipped with a large, permanent outdoor 
tire rack. The racks have proved such a valuable 
adjunct to the station business that the Chicago 
division automatically includes one in every new 
station layout. 


Permanent, outdoor tire racks have enjoyed a 
wave of popularity in recent years. Many oil com- 
panies have offered some kind of plan that makes it 
easy for dealers to acquire them. Shell’s Chicago 
area represents an unusually high concentration of 
outdoor racks. 


How Tire Racks Are Sold 


Dealers pay from about $200 to $400 for the 
racks, but Shell sells them on monthly payments 
extending over two years. Shell installs the racks 
and repaints them as needed. 


Some sort of supplier financing is essential, but 
easy terms alone won’t sell the racks. “You have 
to get out and prove to your sales force that the 
racks can be sold,” says Harry O. Krass, Chicago 
retail sales manager. 


Krass began his program five years ago when 
he bought a 108-tire rack, installed it in a Chicago 
station, and stocked it with tires. Then he brought 
all of the salesmen in to see it. 

The salesmen were instructed to pick their pros- 
pects and get their credit checked first. While the 
company’s offer is necessarily open to all dealers, 
there’s no point in some dealers even thinking 
about it. 

To make good use of an outdoor rack, there 
should of course be room on the station property 
to install one. Then the dealer should be financially 
able not only to handle the instalment payments 
but also to stock the larger tire inventory required 
to fill the rack. 

In addition the location should be one with a 
good tire potential, and the dealer should be trained 
in tire selling. He should also make use of point-of- 
sale advertising and know how to handle repairs and 
adjustments. 


A Size for Everyone 


As a result of the initial campaign, the Chicago 
division sold about 130 of the large racks, at that 





A WAGON LOAD of tires draws a lot on interest 
at Raymond Warren’s DX station in Tulsa. 

The wagon is an authentic example of the old 
iron-tired, horse-drawn vehicles, and was procured 
at a total cost of $250 including transportation and 
a removable cover to shelter the tires from the sun. 

The wagon-load tire sale is one form of promo- 
tion that’s boosted Warren’s TBA ratio to $56 per 
1,000 gal. of gasoline. 





Novel Tire Racks: They Sell TBA Too 


A BUS CHASSIS converted into a giant tire rack 
at a cost of $350 sells a lot of tires for DX dealer 
Leroy Rutledge of Danville, Ind. The old bus 
engine is still good enough to drive the rig into the 
service station each night and out again in the 
morning. 

It holds 138 passenger and 66 truck tires. 

The display gets part of the credit for a 1960 
increase in TBA volume of 100% over 1959. 
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PROOF: Outdoor Racks 
Really Sell 


HERE’S A HANDFUL of reports by typical 
dealers who bought racks in Shell’s Chicago- 
division territory. They prove—in sales figures 
—-that outdoor tire racks are not just another 
place to store a large stock of tires. 

Relatively few station operators will put out 
their own money for extra storage alone. But 
when it’s something that puts more money in 
their pockets—that’s a different story. 

It’s this sort of proof that has made outdoor 
tire racks permanent facilities at service sta- 
tions in many parts of the country. 


TRADE ‘TIRE 
AND SAVE _—BARGAINS 





EVANSTON, iLL. For the past six months Ed Rzeczkowski’s 
tire sales averaged over $1,000 a month. He credits the 
outside rack for the increase from $600 a month 


MILWAUKEE, WIS. The rack put in by Bob Smith two 
years ago sent tire sales from $500 to $1,000 a month. 
“It’s wonderful for storage and display,” he says 
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Tires-Batteries-Accessories 





NORTHLAKE, ILL. Vern Snyder suggests whitewalls to a 
customer. His current tire volume of $1,400 a month 
compares with $2,070 all year before he added a rack 





GRAFTON, WIS. Herb Prom says he can sell better at the 
rack than in the station. He and his brother Ralph sold 
68 sets of snow tires this past winter 


ood Bet 


NO DOWN 12 MONTHS 
pay ABLAN PAYMENT TO PAY 


VILLA PARK, ILL. Tire sales in this new station are up to 
$700 a month. Dealer Phil Mascillino reports that used 
tires displayed in the rack bring a better price 





Tires—Batteries—Accessories 





time the only size available. It became apparent to 
Krass that quite a few dealers couldn’t use the 
large rack, but could use something smaller. 

To take care of the smaller dealers, Krass per- 
suaded one manufacturer to bring out a 50-tire 
rack. He put the small rack on display at a general 
sales meeting and showed how it could fit the needs 
of any station. The Chicago salesmen went to work. 
They sold 165 of the small size, and subsequently 
sold 30 racks of an intermediate, 72-tire size. 


What Customers Think of Racks 

The mere presence of a permanent, outside tire 
display telegraphs an instant message to customers, 
says Shell retail manager Harry Krass. “Dealers 
often tell us of customer comments about the racks. 
A typical example: ‘I see that you’re finally in the 
tire business.’ 

“As a result, dealers say that they can now get 
many people to talk about tires. Often a dealer will 
report that his outdoor rack has doubled his tire 
sales.” 


Straws in the TBA Wind 


How Sohio’s New TBA Stock-Up Plan Works 





Krass also believes a dealer can sell tires more 
readily from an outdoor rack than from inside the 
station. “Many stations are crowded,” he points 
out, “with employes and other customers coming 
and going.” 


Problems to Look For 


There are some minor problems, Krass concedes. 
You'll always encounter a dealer or two who buys 
a rack and doesn’t keep it stocked with tires. That 
of course defeats the purpose, and in addition 
doesn’t make a good appearance. 

You get the same result when a dealer gets 
careless about unlocking his rack first thing every 
morning. 

Krass believes that a rack full of tires out on the 
drive adds a good deal to a station’s appearance. 
For one thing it gives the station the look of being 
open, especially in bad weather. For another, the 
large, visible stock of tires shows that the dealer 
is not operating from hand to mouth. ® 





THIS YEAR Standard of Ohio is mak- 
ing it even tougher for the wagon 
peddlers and the automotive-supply 
wholesalers to sell 
much TBA mer- 
chandise to Sohio 


Sohio’s ‘Four Seasons’ Plan 


Dealers get extended terms if they stock up on TBA during these months: 
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dealers. Sohio is 
offering more in- 
centives for deal- 
ers to lay in big 
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Frank hy oon widely used in the 
oil industry, the Four Seasons plan 
offers extended terms as an induce- 
ment for dealers to buy now for future 
needs. Invoices for stock-up orders are 
due one-third in 30 days, one-third 
in 60 days, and one-third in 90 days. 
Each payment earns a 2% cash dis- 
count, and, in addition, any advance 
payments earn an extra half of one 
percent. 

Sohio has had something like it in 
other years, called the TBA “Sell- 
More” program. That was a six-month 
plan, while the new program is an 
offer of extended terms every quarter. 

The quarterly solicitation periods, 
when dealers may take advantage 
of the extended terms, are the 
months of January and February, and 


158 


one-third 
in 30 days 


Dealers can pay: 





Each payment earns 2% cash discount. Advance payment earns additional 0.5% discount. 


one-third 
_ in 60 days 


onerthird 
. in90 days 








thereafter during April, July, and 
October. 

A part of the program is a new 
inventory guide that Sohio thinks is 
an accurate prediction of demand 
for each TBA item. 

The idea for plans like these was 
borrowed a long time ago from tire 
manufacturers. The tire companies 
invented what came to be known as 
“Spring Dating Deals” to get out from 
under the winter slump in tire sales. 


The tire factories spend the winter 
months signing up dealers for their 
spring requirements, to be shipped at 
the factory’s convenience but not to be 
paid for until the late spring months. 

If for no other reason than to be 
competitive, oil companies began to 
do the same thing. They found the 
dating deals worked so well they 
worked out many variations of the 
idea for other merchandise and for 
other seasons. 
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NEWS BULLETIN: 


GENERAL TIRE GIVES TBA SALES “BIG PUSH" 
WITH FIRST PREMIUM-QUALITY TIRE IN THE 
LOW-PRICE FIELD 


GENERAL 


JVETAIR 


Double Guaranteed with Nygen Cord and Twin-Treads 


Backed by a written double guarantee against manufacturing 
defects and normal road hazards, General’s great new Jet-Air 
Tire, like all others in its complete line, gives you a real selling 
tool to build profits on your books. Combined with a full line of 
national brand accessories, all-out advertising and marketing 
support plus localized warehousing facilities, it’s no wonder that 
more and more oil jobbers are leaning to The General Tire. Get 
the facts and figures now! They’re all in your favor. 








your sales 
jump to 
attention 


Write today to...W. A. Robinson, TBA Sales Manager 
THE GENERAL TIRE & RUBBER CO. Akron, Ohio 


The fastest growing business in the rubber industry 
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How to Pinpoint Maintenance 


If you pay for maintenance of service-station equipment, you ought 
to know where the money is going, and why. But do you? Here's a 
plan for sorting upkeep costs, bringing trouble spots into focus 


M* OIL COMPANIES pay out large sums each 

year on the upkeep of a vast amount of 
service-station equipment over which they have very 
_ little control. They’re owners but not users. 

Oil companies have long accepted maintenance 
of equipment loaned to others as a necessary part 
of the cost of doing business, and while they’d like 
to whittle it down if they could, they lack details 
as to where, how, or why the money is spent. 

As a step toward providing some of those details, 
the Peter J. Hartmann Co., a Chicago equipment 
house, recently analyzed a year’s costs for one of its 
major-oil-company customers. In a comprehensive 
report, Hartmann told the customer exactly where 
$67,000 was spent in keeping some 335 stations 
in full operation. 

Among other things, the report showed that: 

e@ The average station costs $200 a year for 
maintenance of equipment. 

e Gasoline pumps take 61% of the maintenance 
dollar. 

e Lubrication equipment is next at 16%. 

e@ The average cost of a service call is $18.50. 

Several other average costs showed up in the sum- 
mary and appear in the accompanying tables. But 
more important from a cost-control standpoint is 
Hartmann’s breakdown by stations in descending 
order of total maintenance cost. 


Who’s High, Who's Low? 


Here’s where the pinpointing comes in. Hart- 
mann’s breakdown shows that the most expensive 
station to maintain required 59 service calls in 12 
months, or more than one a week. 


Part of Hartmann’s radio-equipped fleet and crew 


What Hartmann Does 


THE PETER J. HARTMANN CO. puts seven 
radio-equipped service trucks in the field every day 
to take care of service-station maintenance calls. 
In addition, the company has three construction 
crews out on installation work and nine men busy 


i arene: 


Peter J. Hartmann (left) and associates worked out a new 
breakdown of costs by station and class of equipment 


fi gy 


Those 59 calls ran up a total of $992.44—more 
than four times the average cost. 

At the bottom of the list, on the other hand, are 
19 stations that went through the year with no 
service calls whatever, costing the company exactly 
nothing for maintenance. 

As a further guide, Hartmann rearranged the cost 
records again to show where each station stands 
in 10 different categories of service calls. The 10 
category averages appear in the accompanying 
tables. 

Cost records by stations naturally raise a lot of 
questions that only a service station supervisor can 
answer. 


How Supervisors Control Expenses 


The main purpose of the cost analysis is to give 
the supervisor the help he needs for controlling ex- 
cessive maintenance expense. He can’t get very far 
without facts, because the dealer’s natural tendency 
is to blame service calls on the equipment. 


in the shop on equipment reconditioning and on ; 
major repairs that can’t be handled at the station. | 

Hartmann also sells a line of new equipment | 
plus a large volume of parts, including parts for | 
seven makes of pumps, to other repair people in | 
the area. | 

The Hartmann office maintains a continuous 
record of service calls on an 8x10 Kardex file. As | 
calls are completed, the cost is posted to the | 
proper station card in one of 10 columns according | 
to the class of equipment involved. | 

To complete this first cost study, Hartmann | 
turned the cards over at year’s end to the local | 
office of International Business Machines. The | 
IBM office completed the tabulated reports. | 

Hartmann estimates the cost of this project, first | 
of its kind, was about $300. | 
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Equipment 


Costs of Station Equipment 


About the only sure way you can refute that de- 
fense is to show him how he rates alongside other 
comparable stations. 

Of course, the mere fact that a station has a heavy 
maintenance cost doesn’t by itself prove that negli- 
gent, rough handling is the cause. Station volume 
and age of equipment are factors that do have a 
bearing on maintenance cost. And there are always 


Number of Calls Cost 
Pumps 2,207 $41,215.38 
Hoists 63 987.54 
Compressors 194 2,819.70 
Window glass 92 1,505.96 
Restroom 27 345.58 
Fill boxes 15 176.39 
Miscellaneous 321 6,371.78 
Water in tanks 84 925.43 
Water and air leaks 106 1,577.93 
Lube equipment 522 11,263.00 














Pumps $123.03 
Hoists 2.95 
Compressors 8.42 
Window glass 4.49 
Restrooms 

Fill boxes 

Miscellaneous 

Water in tanks 

Water and air leaks 

Lube equipment 

Combined average 
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cases where maintenance dollars represent money 
well spent. 

The fact remains that the dealer won’t have quite 
the same standard of care when he doesn’t have to 
pay for repairs or replacement. As long as the oil 
company is paying the bills, it has the right to know 
which are the high-cost stations and what they’re 
producing for the company in return. 


Pumps 

Hoists 

Compressors 
Window glass 
Restrooms 

Fill boxes 
Miscellaneous 
Water in tanks 
Water and air leaks 
Lube equipment 
Combined average 








| G@RONITE 


¥ 
presents 


the first 


» ff ashless 
STOR © detergent 


additive 


This new additive offers compounders and oil marketers the opportunity to provide 
their customers better motor oils. It’s being offered alone or in formulations containing zinc 
dithiophosphate known as Oronite 1200 Series lubricating oil additives. 


Developed specifically for low temperature (stop-and-go) gasoline engine service conditions, 
these new additives also provide good high temperature gasoline and diesel performance. 
The low ash content offers better control of engine combustion phenomena with 

resultant lowering of octane requirement increase and reduced surface ignition tendencies. 
Both lab and field tests have demonstrated significent advantages from oils 

compounded with Oronite 1200 Series additives. Why not get the complete story? 

See how the oil products you produce or market can be made more saleable. 


Contact the Oronite office nearest you. 


CALIFORNIA CHEMICAL COMPANY 
ORONITE DIVISION 





EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 
SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Tulsa, Los Angeles, San Francisco, Seattle 
FOREIGN AFFILIATE « California Chemical international, inc., San Francisco, Geneva, Panama, Sao Paulo 6962 
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Equipment 


All that shows of business-plane 
bulk plant at Houston are inlets 
and loading arms (left). Under- 
ground tank (below) employs float- 
ing suction to insure clean fuel 
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Bulk Plant for Business Planes 


The aviation-gasoline business is so good at a Houston business-plane 
terminal, a 40,000-gal. bulk plant has been built on the spot 


A TYPICAL 40,000-gal. bulk plant was designed 
and built last year by Shell for the new Cruse 
Aviation Center, a business-aviation terminal, at 
Houston International Airport. Customer traffic 
has become so heavy that a separate and good- 
sized fuel supply must be immediately available at 
the terminal. 


Equipment for an aviation-fuel bulk plant may 
differ from the kind used in other types of oil-mar- 
keting bulk plants. 


For one thing, there’s a constant search for 
better ways to keep the fuel clean and free from 
water. Shell makes it a rule to install floating suc- 
tions in each tank to minimize contamination from 
bottom sediment and water. 


Also, tanks are often mounded over, or as in the 
case of the Cruse plant, completely buried. Pumps 
at the Cruse installation are submersible. 
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How The Plant Is Equipped 


The bulk storage installed by Shell for the Cruse 
Aviation Center is all underground. It comprises 
four 10 x 18-ft. tanks, each of 10,000-gal. capac- 
ity. 

Suspended in each tank is a Red Jacket Big- 
Flo P500H3-2K submersible pump that delivers 
avgas to the loading arms at 200 gpm. 


The Garsite floating suction in each tank is a 
low-velocity, bellmouth-type inlet supported at 
liquid level by a stainless-steel, barrel-type float. 
A baffle across the inlet opening breaks up vor- 
texing action, and a stop leg prevents the unit 
from sinking to more than 9 in. from the bottom 
of the tank. 

Each of the floating suctions is mounted on the 
free end of a pipe section that pivots from the bot- 
tom of the submersible pump by means of a swing- 





HOT WATER | “= 


a joint. Product is pumped from the floating suc- 
INSTANTLY with tion through a 3-in. riser and a 2%-in. line to the 


A Ss Cc OT loading rack at 200 gpm. 
The loading rack is roofless and at ground- 
WALL-MOUNTED, TANKLESS level. It consists mainly of risers from the four 
GAS HEATER tanks, capped with 214-in. Oilco loading-arm as- 
* Cuts operating costs semblies. For complete safety a separate cutoff 
* Builds extra business valve, in addition to the loading-arm valve, is 
aca a * ~~ mounted in each riser. 
RPPROVED am a a : Starters for the pump motors are grouped at one 
‘ side of the loading rack with switches mounted 
directly below the loading arms. 


A 4-in. fillpipe extends to the bottom of each 
tank to a point immediately over a built-in deflec- 
tor. At the above-ground unloading position, each 
line is fitted with a 4-in. check valve and a 120- 

et i dhe te mesh strainer, and terminates in a 4-to-3-in. Ever- 

LATION COST | Fits anywhere, Tite adapter and cap. 

nasal age doh eee All four loading positions are lined up in back 
Of het water instontly cs you. BUILDS CUS. | SPEEDS WASH. of an 8-in. curb that runs for 34 ft. along one 
need it, no wasteful tonk storage. i: EEiat aaa toraecd costs, side of the rectangular area in which the tanks are 
Saves floor space, can be wall ‘ 
mounted anywhere without rein- buried. Here the Shell transports that supply the 
forcements or special platforms. * , ° 
You Save $75 to $100 on every job. pelo GID | plant have ample room to pull alongside and couple 
Now seve, geste ~= ovate aay a Zo on to the fill lines without entering the loading- 


heating efficiency, low operating : 
“v ond long, long heater life. ‘ AS rack area at the far end of the rectangle. 


COT 


vi WATER HEATERS, INC. Ww 
222 W. Pittsburgh Ave., Milwaukee 4, Wis. < 








Problem: Installing Floating Suctions 





Southern Barone St., New Orleans ’ H ’ 
SRUTIERN SATS: ate eat Co, 04 om Lt Perteed cdl se ante, “ The Cruse bulk plant was designed at Shell’s 


A Redlatton Company with offices in London, an Sentveat and Milwaukee New Orleans division office, and was built under 





the supervision of Clark Heilman, district engi- 
neer at Houston. 

Heilman encountered a problem in installing 
the floating suctions. Getting the suctions assem- 
blies, complete with floats, into position inside the 
tanks turned out to be an awkward job working 


sas OTC PREMIUM QUALITY through one 18-in. manhole and one 4-in. hatch 


for the float-inspection cable. 
Custom-Built! On later installations the difficulty has been 
overcome by specifying tanks with 24-in. man- 
holes. 


Made up to a stand- How Business Aviation Is Growing 


ard . . . not down to The Cruse Aviation Center illustrates the grow- 
: : ing importance of business aviation to oil market- 
a price . . . you just ers. The $300,000 complex includes hangars, shops 
can’t buy better CORD- and display space where Cruse Aviation Inc. sells 
its line of Cessna planes. In 10 years the firm’s 
business has grown to a gross of $2-million yearly. 
age, safety, and per- The center does far more than furnish storage 
and repair service for planes. It functions as a 
complete, modern business-aviation terminal with 
time guarantee. passenger and pilot lounges and covered walkway 
to planes. It has baggage-handling facilities and all 
the other services that go with travel by plane. 
Write for the CORDUROY Profit Story! Some kind of fueling service is needed at an 
estimated 6,000 airports and landing strips used 
[—] CORDUROY eee by business planes in the U.S. By comparison, 
“Tt” RUBBER “SERRE 3 commercial airlines use only 600 airports. Of 
rere) i-o-¥ hd UM. course, the oil industry doesn’t yet need 6,000 
bulk plants to fuel these planes, but it seems 
likely that many will be built in future years. ® 


UROY . . . more mile- 





formance. Double life- 


GRAND RAPIDS, MICHIGAN 
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“Our seven Red Jacket In-Line Petroleum 
Pumps represent the most efficient units 


we could specify in our 
plant modernization program.” 


‘They have cut our loading and unloading time in half 
and have substantially reduced our maintenance costs,” 
the jobber for Phillips Petroleum Company goes on to 
explain. ‘‘We installed the pumps horizontally to facili- 
tate pumping and unloading procedures, and we chose 
the three-horsepower model because it better suited our 
plant operation and fits into our modernization pro- 
gram,” Mr. Hickey explains. 

“To date we have encountered no maintenance dif- 
ficulties with the pumps, and we anticipate improved 
service life from these new pumps because of their sim- 
plified construction. They are designed with a minimum 
of expensive ells, unions, valves, and nipples, which not 
only account for fewer opportunities for mechanical 
breakdown, but also benefit us in reduced operating and 
installation costs. There is practically no routine main- 
tenance because the pump and motor are lubricated, as 
well as cooled, by the fluid being pumped. Also, there is 


RED JACKET MANUFACTURING COMPANY 


PETROLEUM EQUIPMENT DIVISION e Box 270, Davenport, 


Chicago 31 Dang, .; “a 
obert B. "2139 Coyle Ave. « Des Moines 9, lowa., 
Brookville Road * Denver 4, Colorado, . P. 
City, Mo., Faubion, Sr., 2525 S. 
1516 So. ‘sth | BL. ¢ New Orleans 17, La., Joe R. Mooney, 2704 St 
44th Street « es Ariz., Lee Vaughan, 3111 N. 


Mathews, 325 N. 20th Avenue « San Francisco 3, Calif., R. 


Marshall, 6695 N. Northwest Highway * Dallas 31, Texas, R. M. “Mac” 
Ken Henss, 511 S.W. Ninth Street * Hamilton Ohio, C. E. 
“Ted Muller 1010 Yuma St. « Indianapolis 5, Ind., 
W. Boulevard + Los Angeles, Calif., A. R. Sedgebeer, 2707 So. Hill Street + a Minn., 
laude Ave., 
34th Place * Pittsburgh 32, Penn., 
E. Sanderson, 221 11th’ Street « St. 
Locust St. « Fad 4 Wash., Tom Baumgartner, 2927 First Avenue « Spokane, Wash., 


Mr. Larry Hickey, Jr., 
President, 
Hickey Oil Company, Joplin, Mo. 


no flexible coupling or shaft to require servicing,” Mr. 
Hickey asserts. 

**An additional benefit which we have realized from 
the Red Jacket In-Line Petroleum Pumps is their 
cleaner operation; most pumps available invariably 
have leaky seals, a hazardous condition in handling 
petroleum products, but Red Jacket has eliminated this 
problem. Another benefit is that if a tank should run 
dry, there is an automatic shut-off in the motor. Also, 
with fewer valves, as well as the elimination of seals, 
there is less spillage around the plant to give us an 
added safety factor,’’ Mr. Hickey said. 

You can get many of these same benefits that Mr. 
Hickey realizes. Contact your nearest Red Jacket Pe- 
troleum Representative listed below. He can also tell 
you about the most complete line of submersible pe- 
troleum pumps available to petroleum marketers. They 
are also engineered and manufactured by Red Jacket. 


7 water 
SERVICE 


T 
lowa PRODUCTS 


Crowder, g's Colfax Drive « Deak 27, Mich., 
ed’ Weaver, 4223 Cincinnati- 
Gardner Udell, 3820 College ‘Avenue + Kansas 
E. “Al” Zahl, 
Y., Henry D. Fairlie, 15 West 
John F. Young, 235-37 Par Aay Street « Portland, Ore., Geor 
lovis 3. Missouri, E. A. ‘Ted’ Downey, 2 5 
Don Buster, North 210 Helena Street 


P.O. Box 3294 + New York 36, 





GUARDIAN 


eto-beg 


the area and idand ight 
that adjusts to ing nee 
Here’s the fixture that lets you 
change your lighting pattern to 
meet any future requirements. 
Guardian’s new “Flex-o-beam”’ 
features a specially-designed fitting 
This is the heavy-duty high tensile alloy casting that which permits the light enclosures 
lets fixtures swing up or down, rotate right or left. to be independently adjusted from 
horizontal up to 45° .. . sideways 
from horizontal to 30°. And there’s 
_ | ; 2 no need to support one unit while 
{Ai | a a (f 1 4 setting the other! Put ‘“‘Flex-o-beam”’ 
"Suleman a flexibility to work for you. 
Send for complete details today. 





Balanced "Y” Straight 


iets Sa Write or wire for descriptive Bulletin. 
ae: a: SS Address Dept. N. 
” oth \ 


Flood and Island Two Direction “T" 





GUARDIAN 





COMPANY 





2 ————— S 


Center Mount 





500 NORTH BLVD., OAK PARK, ILLINOIS 


Representatives in principal cities 
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WHAT’S 
NEW 
IN 
EQUIPMENT 


Can crusher 

. Is said to be a safe, compact unit 
that operates from a standard air hose 
under 90-lb. pressure. Switch operated 
by closing of cover prevents accidental 
injury to hands. Plews Oiler Co., 701 
S. Seventh St., Minneapolis 15, Minn. 


Compact PTO 


. of simplified design is said to elim- 
inate 50% of parts needed on previous 
assemblies. Weighs 175 lbs. and can be 
installed without hanger bearing any- 
where between transmission and differ- 
ential, as top, right, or left mount. 
Chelsea Products Inc., Chelsea, Mich. 


Barge unloader 


. is a rigid assembly that requires 
only one man to operate. Tubes have 
43-ft. reach and offer complete flexibility 
for connection to barge manifold. Avail- 
able in 6-in. and 8-in. sizes. Wheaton 
Brass Works, Springfield Rd., Union, 
N.J. 

















Drum-pail pumps 

. include Model M45, self-priming, 
for dispensing 4-oz. per stroke from 5- 
and 6-gal. pails; and Model M855 that 
dispenses 8-oz. per stroke from 15,-30- 
and 55-gal. drums. Multi-Meter Corp., 
PO Box 6594, Toledo 12, Ohio. 


Low-oil switch 


. for station compressors is a new 
design with a plastic cover, integral reset 
button, a more rigid conduit connection, 
and 25% greater capacity. Float and 
switch assembly, known as Oil Monitor, 
now standard on 2-stage compressors. 
Champion Pneumatic Machinery Co., 
Princeton, Ill. 


Plastic foam 


. as an effective medium for holding 
down evaporation losses is the subject 
of a new API bulletin, No. 2515. Bulle- 
tin discusses loss measurement and loss 
reduction in both static and working 
service. Price $1.00 from American Pe- 
troleum Institute, 1271 Sixth Ave., New 
York 20, N.Y. 


se. 


Station luminaire 


for fluorescent driveway lighting 
has a variety of pole-top fittings and 
brackets that permit many mounting 
arrangements. The Revere 9900 Series 
Area-Lites include both four-lamp and 
six-lamp models for 96-in. or 72-in. 
lamps, with both end- and center-mount- 
ing styles. Revere Electric Mfg. Co., 
7420 Lehigh Ave., Chicago 48, Ill. 
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BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


on 
PER b 
Your Pumps “hg 2 ] 2 


=i 10% 


TELLS THE 


LARGE SIZE 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Guckeye Valves, Tokheim Pumps, 
Nationa! Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jetferson 5-8215 
Factory Representative for 
Westinghouse, W., Lincoln 
Neptune, Huffman, Goodrich, 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 





OKLAHOMA 


Lashoy owes 


Forevery size consumer- 
commercial account. 
OIL MARKETERS SUPPLY COMPANY | 


226 E. 4th Street 
Tulsa, Oklahoma 


PENNSYLVANIA 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 





MISSOURI 








Oil Marketing 
Equipment Jobbers 
This Is Your Market Place 


Write Today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 


330 West 42nd St. 
New York 36, N. Y. 

















Equipment 


Equipment Literature .. . 





Hydraulic lifts 


. including a full line of automotive 
types, as well as leveling ramps for 
freight docks and truck beds are illus- 
trated in a new 8-page brochure with 
in-use photos and dimensional drawings. 
Joyce-Cridland Co., 2027 E. First St., 
Dayton 3, Ohio. 


Meter standards 

including calibration and proving 
procedures are set forth in API Standard 
1101. The new volume, prepared by a 
committee headed by M. L. Barrett Jr., 
of Shell Oil Co., supersedes the 1952 
Code 1101, which was developed in con- 
junction with the American Society of 
Mechanical Engineers. Price is $3.00 
from American Petroleum Institute, 
1271 Sixth Ave., New York 20, N.Y. 


DELIVERY 


With Viking Truck Mounting Pumps 


. and you can do it without speed in- 
creasers. Connect your Viking Pump directly 
to transmission through power take-off. Yes, 
specify Viking Pumps for all around top service on 
all truck sizes up through big transports. Vikings are 


long lasting, too. 
they are mounted. 


Many outwear the trucks on which 
Profit from others’ experience and 


specify Vikings! 
35-50-90-150-200-300 G.P.M. SIZES 


VIKING PUMPS ALSO GIVE YOU: 


Revolvable casing for handy port location. 
@ Integral thrust bearing of sturdy construction. 
able for extended pump 


8 positions. 
Adjust- 
@ Either extra long 


packing box or mechanical seal for non-leak oper- 


ation 


@ Safety valve on pump head @ Large 


mechanical seal type pumps equipped with alumi- 
num brackets for lighter weight. 


For complete information on Viking Truck Pumps 
and other petroleum handling pumps, 
write for new catalog GR 


VIKING PUMP COMPANY 


Cedar Falls, fowa, U.S.A 


In Canada, 
Offices and Distributors In Principal Cities 


It's ‘*Roto-King’’ Pumps 


See your Classified Telephone Directory 


SO 


YEARS 
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Disposal guide 


. contains tentative recommendations 
for the safe abandonment or removal of 
underground storage tanks which have 
contained gasoline or other flammable 
liquids. Comments on the recommenda- 
tions are solicited after they have been 
put into use. API Bulletin 1604, price 
35¢, from American Petroleum Institute, 
1271 Sixth Ave., New York 20, N.Y. 


Tank protection 


. . by the application of coatings and 
paint to the underside and interior is 
the subject of a special study presented 
as API Bulletin No. 1606. Bulletin 
summarizes the experience of oil com- 
panies and other bulk-tank users. Price 
is 35¢ from the Div. of Marketing, 
American Petroleum Institute, 1271 
Sixth Ave., New York 20, N.Y. 


Plastic repairs 


. to steel storage tanks and pipelines 
is the subject of a new American Petro- 
leum Institute bulletin, No. 1607. Based 
on an OE committee study, the bulletin 
covers the use of plastic compounds to 
reduce the cost of repairs. Price 25¢ 
from Publications Section, American 
Petroleum Institute, 1271 Sixth Ave., 
New York 20, N.Y. 


Pump manual 


. contains 40 pages of indexed in- 
formation, charts, and graphs, gathered 
from manufacturers’ data, engineering 
handbooks, practical experience, and lab- 
oratory tests. Bulletin EM-611 free from 
Marlow Pumps, Div. of Bell & Gossett 
Co., Box 200, Midland Park, N.J. 


Truck-cost record 


together with forms for driver's 
daily reports is offered without charge 
by International Harvester. Record book, 
form AD-20, has space for all charges 
against one truck for one year. Daily 
report, form AD-26, has space for mile- 
age, stops, etc. Consumers Relations 
Dept., International Harvester Co., 180 
N. Michigan Ave., Chicago 1, Ill. 


Utility pumps 

for farms, estates, construction 
sites, industries, and small-vehicle fleets 
are presented in a new catalog covering 
the Bennett Series 57 electric units. A 
4-page folder gives specifications and 
features. Bennett Pump Div., John Wood 
Co., Muskegon, Mich. 


Pump catalog 


. . . is a new publication called Bulletin 
One. It describes Blackmer’s entire line 
of power-driven pumps, including vari- 
able-capacity and proportioning pumps, 
aluminum-transporter pumps, LPG 
pumps, hand pumps, and _ strainers. 
Blackmer Pump Co., 1809 Century, 
S.W., Grand Rapids, Mich. 





This new 8% minute sound-slide film is 
available for your sales meetings. It de- 
scribes the need for replacing valves with 
every tire sale or repair...shows how 
dealers can prevent tire “adjustment” 
headaches and make more TBA profits. 
(Comes complete with meeting outline and 
suggested demonstrations) 





| DILL | 
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New dispenser puts snap-in valves at your 
dealers’ finger tips. It is a merchandising 
concept giving stature to snap-in valves 
now dealers can sell them instead of 
giving them away. 


DILL OFFERS THESE NEW SALES 
AIDS FOR YOUR DEALERS... 


Again in 1961, Dill is distributing a new 
“Chart” which indicates the tire pressures 
and valve size needed in all 1961 domestic 
and most foreign cars. For those of you 
with tire adjustment problems, here’s a 
simple way to keep the correct air pres- 
sures in front of your dealers. 
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If you would like further information about 
how Dill Merchandising Material might be of 
help to you or your dealers, just drop us a 
note. We would be delighted to give you all 
the details. 


| DILL 


Manufacturing Company 
700 East 82nd Street + Cleveland 3, Ohio 
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Equipment 


Fueling system 


. for fleet-truck and bus operators, 
airports, and marine terminals is de- 
scribed in a 4-page specifications bro- 
chure. Includes construction details and 
dimensions. Garsite Products Inc., 4045 
Merrick Rd., Seaford, L.l., N.Y. 


Lifting chart 


. .. for use with one-end lifts shows rec- 
ommended lifting points for all makes 
and models of U.S. cars. Auto Specialties 
Manufacturing Co., St. Joseph, Mich. 


Equipment Suppliers . . . 





Atkron Inc., manufacturer of bottle and 
can-handling equipment has _ relocated 
and consolidated all its operations under 
one roof in its new plant and general 
offices. New mailing address is P.O. Box 
311, Cuyahoga Falls, Ohio. 

@ 

A new active member of the National 
Assn. of Oil Equipment Jobbers is De- 
Long Construction Inc., 33 Conestoga 
Rd., Malvern, Pa. New associate mem- 
bers are: Hunter Engineering Co., Hunter 





Wheaton 


assemblies —with 


the original 


in g Ba lance 


In use 
for a decade 
at thousands 
of installations ‘ 


Shockless 
closing loading 


Joint 
with removable 
packing seal 





Spr 


—widely 
imitated 
but never 
equaled 





they embody the famous Wheaton Single Spring Balance—widely imi- 
tated but never equaled for precision and flexibility. 


There’s a fast, shockless Wheaton Assembly that will exactly meet your 
loading needs. Send today for Catalog No. 68. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries. 


Foreign Manufacturers 
Emco Ltd., London, Ontario, Canada * Emco Brass Mfg. Co. Ltd., Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany ¢ Liungmans, Malmo, Sweden 
Baza S.R.L., Buenos Aires, Argentina, S.A. 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 








Ave., and Ladue Rd., St. Louis 24, Mo., 
wheel balancers and wheel aligners; 
Anthony Lighting Corp., 400 S. Des 
Plaines Ave., Forest Park, Ill.; Worth- 
ington Corp., 37 Appleton St., Holyoke, 
Mass., air compressors and pumps. 

* 

Goodyear has named the Tomlin 
Corp., 1230 Hamilton Ave., Cleveland, 
Ohio, as national distributor for Good- 
year Mar-Not nozzle tubes and Good- 
year static straps. 

* 

A new plant for making quart cans 
and 55-gal. drums has been placed in 
operation by Eclipse Plastics Industries 
of Wisconsin Inc., Milwaukee 18, Wis. 
The company uses a new type of blow- 
molding machine for producing extra- 
large containers of high-density poly- 
ethylene and other thermoplastic mate- 
rials said to be suitable for petroleum 
products. 

* 

Nu-Art Lighting and Manufacturing 
Co., is now operating from its new and 
larger plant at 2360 W. 21st South St., 
Salt Lake City, Utah. Production space 
has been tripled, new machinery instal- 
led, and warehouse quarters enlarged to 
accommodate a larger stock of ready-to- 
ship fixtures. 


° 
The Al Marshall Co., 6695 Northwest 
Highway, Chicago, has added the Red 
Jacket line of submersible pumps, in-line 
pumps, and safety valves. Marshall pres- 
ently distributes lubrication and lighting 
equipment, and steel forms for service- 
station construction. 
e 
Six-to-twelve-year leasing plans are 
now available from the Nationwide 
Leasing Co., 13 S. La Salle St., Chicago 
3, Ill. Nationwide is soliciting business 
from all segments of the petroleum in- 
dustry. A spokesman verifies that the 
company will finance leases of marketing 
equipment, including dispensing pumps 
and other items used in service stations. 





PANELED WALLS are featured in- 
side Pure Oil’s big, new station re- 
cently opened in Greensboro, N.C. 
The paneling is U. S. Plywood’s pre- 
finished hardwood plywood. 
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PURE helps jobbers 
cash in 


On 





truck stop 
stations 








PURE now has over 240 modern, high-volume truck stops and is recognized as 
leader in the field. Over 40 per cent of the special TruckStop stations in our 
24-state marketing area—from Minnesota to Florida—fly the PURE flag. To 
learn how you can profit from our experience and the popularity of PURE 
TruckStops with over-the-road truckers, call or write our District or Division 
Manager in your area, or Retail Marketing Department, The Pure Oil Com- 
pany, 200 East Golf Road, Palatine, Illinois. 


PURE believes in jobbers ... BE SURE WITH PURE 
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Equipment 


Equipment People .. . 





Three new lighting-application en- 
gineers have been appointed in the 
Southeast by Whiteway Manufacturing 
Co. 

Robert E. Smith has been named 
Georgia regional sales-application engi- 
neering representative. His headquarters 
is at 271 Colonial Homes Dr. N. W., 
Atlanta 9, Ga.; phone TRinity 6-8638. 
Smith has been with the Truck Equip- 
ment Co. of Georgia for the past four 
years. 


James W. Robertson, P. O. Box 65, 
Gratigny Branch, Miami 50, Fla., phone 
PLaza 4-2172, fills a similar post for 
his state. He was formerly a representa- 
tive for U. S. Rubber in southern Florida. 

E. L. Shannon, 1513 Archdale Dr., 
Charlotte 9, N. Car., phone JAckson 
3-7137, now covers North Carolina for 
Whiteway. He was formerly with the 
Reardon Co. of St. Louis. 

9 

G. A. Halsey has been named man- 
ager of customer service at OPW Corp. 
He has served in various sales depart- 








OPERATOR J. MIRON SAYS: 


“1 sell MORE displayed items— 

I show a 10% INCREASE at this Island— 
I save 3 HOURS a day— 

My customers get FASTER, better service— 


ALL BECAUSE OF THE 
‘MINI-BUILDING’ ISLAND MARKETER’’ 











12 STANDARD MODELS ‘4izess 
IN YOUR OWN COLORS 
OPTIONS INCLUDE: 


Lighting, Heating, 
Cash Drawer, 
Shelving, etc. 








Myr 


PAYS ITS COST IN TIME SAVED! 


ALL OTHER BENEFITS ARE FREE! 


MODENCO 


P.O. Box 778 — Plattsburgh, N. Y. 
4975 de Sorel St. — Montreal 














ment positions in the past 10 years and 
was most recently assistant to the vice 
president of sales. 


Bagnard 


Lee Guill, for- 
merly eastern re- 
gional sales mana- 
ager for Chiksan 
Co., has been 
named vice presi- 
dent and sales 
manager. At the 
same time Gus M. 
Bagnard has been 
made a vice presi- 
dent and will con- 
tinue as chief en- 

Thomas gineer; and E, 
Nelmes Thomas has been named a vice 
president of Chiksan International and 
will continue. as manager of sales 
development. 

Guill joined Chiksan’s Chicago office 
in 1949, and became eastern sales man- 
ager 10 years later. Bagnard came from 
Douglas Aircraft in 1944 to establish 
Chiksan’s test facilities at Brea, Calif. 
Thomas, formerly with Commercial Sol- 
vents Corp., New York, joined the com- 
pany in 1952 as manager of sales 
development. Chiksan, now a subsidiary 
of Food Machinery and Chemical Corp., 
makes swivel joints for loading arms, 
barge and tanker loading systems, and 
oilfield use. 

« 


Coates F. Bate- 
man has_ been 
named executive 
vice president and 
a director of Sy- 
mington Wayne 
Corp. He was for- 
merly vice _presi- 
dent and general 
manager of the 
Wayne division of 
the corporation. 
Bateman became 

Bateman chief engineer of 
Martin & Schwartz in 1944, and was 
named to a similar post with Wayne 
Pump following the merger of the two 
firms in 1951. He holds several patents 
on service-station equipment and has 
participated in the development of many 
others. 


K. R. Lucas has been named manager 
of inside sales for the Marlow Pump 
Div. of Bell & Gossett. Lucas has been 
with Marlow for the past six years en- 
gaged in cost- and sales-estimating work. 
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TOKHEIM 
MIRACLE 
METER 











GUARDIAN OF PROFITS... Miracle 
Meter is your best assurance that island profits will not suffer 
because of inaccurate measure, or high operation and 
maintenance costs. Built to deliver up to 10,000,000 gallons 
with only minor adjustment; accurate at any rate of delivery, 
and at any pressure. The use of stainless steel and other 
non-corrosive materials in vital parts, makes Miracle Meter 
virtually trouble-free. There are many good reasons for 
choosing Tokheim Pumps, but none better than Miracle Meter! 


SYMBOL OF EXCELLENCE 
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INTERCEPTOR MODEL .452 


vith h 
Witt 


VANGUARD MODEL 455 
for remote pumping 
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= INTERCEPTOR MODEL 448 
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INTERCEPTORS ¢e VANGUARDS 


Tokheim leads the field in service station pumps—in styling, 
in performance, in upkeep economy. It is America’s pre- 
ferred gasoline dispenser. When you buy your next pumps, 


don't settle for less than the best—insist on Tokheim. 





pm e) G0 -38\,mm ene) 2.20), 7-were), | 
FORT WAYNE, INDIANA 
: BE Gasoune 
Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., ; 


Toronto, Ontario; Tokheim International, A.G., Lucerne, Switzerland 


only 
NEOPRENE 
gives 

hose such 
ALL- AROUND 
protection 
against 
abuse 
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Oil-handling service tortures hose. Twisted and flexed, reeled 
and unreeled . . . dragged around corners and across rough 
pavement . . . constantly exposed to oil, grease, and extremes 
of weather—it takes an outstanding cover to protect hose from 
this kind of beating year after year. 


Only neoprene has the necessary combination of proper- 
ties. Neoprene is known for its exceptional resistance to abra- 
sion and weather . . . for its ability to withstand oil and grease, 
acids and chemicals while retaining its properties. Neoprene 
won't crack with cold or soften with heat . . . stays tough and 
resilient despite day-in, day-out abuse on the job. 


That’s why a neoprene-covered tank wagon hose outlasted 
the truck of a large fuel oil distributor . . . why a pump island 
hose with neoprene cover showed virtually no wear after eleven 
years . . . why, for every oil-handling need, neoprene keeps 


hose on the job, saves on maintenance and replacement costs. 


Ask your oil equipment jobber for the facts, or write: 
E. I. du Pont de Nemours & Co. (Inc.), Elastomer Chemicals 
Department NPN-4, Wilmington 98, Delaware. 


NEOPRENE 


SYNTHETIC RUBBER 


REG. vu. 5. pat. OFF 


Better Things for Better Living . . . through Chemistry 
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“COCA-COLA” AND “COKE" ARE REGISTERED TRADE-MARKS OF THE COCA-COLA COMPANY 
j 


You know 
you can sell 


this 











why not sell 24 more? 


It’s not very hard, you know. You’re already selling 
single cold bottles from your cooler. So you have cases 
of Coke on hand to start with. 

And Coca-Cola is the most asked-for soft drink in 
the world, so you’ve got strong customer preference 
working for you. 

Just the phrase, “May I put a case of Coke in your 
car?”, is all it takes. You won’t sell a case every time 


176 


you ask, but judging from the favorable results that 
many operators report, it’s well worth the asking. 

Besides, there’s the built-in advantage of the empties. 
People usually bring them back to the place they 
bought them. This pays off in repeat gas, oil and TBA 
sales. 

Give it a try. If you need any help, display material 
and the like, call your local Coca-Cola Bottler. 
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WHAT’S 
NEW 





Warner display 


compares the corrosion effect on 
typical bits of cooling-system metal 
when immersed in two jars of water. The 
water in one jar is treated with a few 
drops of Warner Protector and Water- 
Pump Lubricant. Warner-Patterson Co., 
600 S. Michigan Ave., Chicago 5, Ill. 


New bar 


. for tire mounting and demounting 
is a redesigned version of May’s Model 
2 Quick-Switch. Curved head is said to 
allow fast, even mounting and handle 
both beads without scraping. May 
Brothers Mfg. Co., 21300 Eureka Rd., 
Taylor, Mich. 


Tire inflator 


. automatically shuts off the flow of 
air at any preset pressure. Available in 
two styles, one for passenger tires with 
a range of 15 to 45 lbs; and one for 
truck tires with a range from 10 to 110 
Ibs. OPW Corp., 2735 Colerain Ave., 
Cincinnati 25, Ohio. 


Cooper ‘Lifeliner’ 


. . is the tag chosen for the latest 
nylon tire in Cooper’s premium line. 
Cooper is promoting the extra-mileage 
feature of the Lifeliner, claimed to be 
the result of turbo-mixed rubber. Cooper 
Tire & Rubber Co., Findlay, Ohio. 


Antisurge caps 


. for gasoline tanks prevent fuel loss 
caused by surging, collapse of gas tank, 
fuel-pump damage, or stalling when sep- 
arate vent tubes become clogged with 
dirt or ice. Prevents fumes in car by 
stopping cap leakage. Stant Mfg. Inc., 
1620 Columbia Ave., Connersville, Ind. 


Safety cap 


. for pressurized cooling systems has 
been added to the Dole line. A twist of 
a lever lets steam and hot water escape 
through the overflow before the cap is 
removed. Dole Valve Co., 6201 Oakton 
$t., Morton Grove, Ill. 


Tuneup meters 


. with a number of improvements 
comprise the 1961 line offered by Allen 
Electric. Includes 8,000-rpm distributor 
tester and a new, low-cost scope. Allen 
Electric & Equipment Co., 2101 N. 
Pitcher St., Kalamazoo, Mich. 


TBA Literature ... 





Tire service 


. training course includes both a 
packet of printed materials for home 
study and a personal check-out by a 
field representative traveling in a van 
outfitted as a model tire shop. Successful 
trainees get a diploma as a tire service 
expert. Big Four Industries, Foster, Ohio. 


Lamp manual 


. gives specifications for bulb replace- 
ment for all cars from 1946 through 
1961. Also includes table of possible sub- 
stitutes for original bulbs. Separate guide 
for foreign cars also available. Westing- 
house Electric Corp., Bloomfield, NJ. 
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Trouble with 


HEAT RISER 
VALVES ? 


rust-free and in top working / 
condition. (Also, ideal for auto- 
matic chokes.) Se 


Make PART-EASE a PART of / 


every tune-up and lube job, 
And use it for those “stuck 
parts” problems, too. PART- 


Frcs NA 


HEAT aps — 
LOOSENER 
& LUBRICANT 


|} weat - mateo oa 
stuck A! | 


AMERICAN GREASE 
STICK COMPANY 
Muskegon, Michigan 


177 





Tires—Batteries—Accessories 





TBA Suppliers .. . 


Industrial Rayon says it will soon 
start production of a newer and stronger 
“Tyrex-Rayon tire cord” that has show- 
ed up exceptionally well in tire-company 
tests. 

2 

Westinghouse Electric is currently 
defending a Federal Trade Commission 
charge of granting discriminatory dis- 
counts to large buyers of automotive 
lamps. FTC challenges a 29.2% discount 
granted to AC Spark Plug as well as 


an extra 5% to distributors buying more 
than $25,000 annually. 
we 


Hammacher Schlemmer, the New 
York store with a reputation for carrying 
all the newest convenience gadgets, has 
been advertising a device called “Re- 
pair’n Air.” It’s an aerosol container that 
propels a puncture sealant into the tire 
through the valve and re-inflates it at 
the same time. Price $4.95. Made by 
National Dynamics Corp., 220 E. 23rd 
St., New York 10, N.Y. 

. 





“~ WALKER J 


e exhaust systems 


e oil, air and gasoline filters 


Peheacevestels au) 
ibbasbetom-lepeetereel=sets 


' 


WALKER is an acknowledged leader in the 
automotive field . . . with products, research, pro- 


duction facilities, sales flexibility and marketing 


assistance especially suited to TBA needs. 


Your inquiry is invited. 


WALKER MANUFACTURING COMPANY - RACINE, WISCONSIN 


Commercial Sales Division 





TBA People... 


Arthur N. Haenggi, formerly manager 
of Consumer Sales for the Cities Service 
(Del.) midwestern marketing company, 
has been named TBA manager of the 
reorganized national marketing company, 
Cities Service Oil Co. The New York- 
based TBA department also includes 
E. G. Hirleman, in charge of batteries 
and accessories, and Oliver E. Epps, in 
charge of tires. Hirleman has been in 
charge of TBA for the eastern marketing 
company, while Epps was TBA manager 
of Arkansas Fuel Oil. 

In 1950, Haenggi, who was then mid- 
western TBA manager for Cities Service 
at Chicago, served as international chair- 
man of the Oil Industry TBA Group. 
Hirleman is a charter member of the 
same organization, while Epps served as 
chairman of its central section in 1959. 

* 

Glenn E. Martin has been named ad- 
vertising manager of Kelly-Springfield 
Tire Co., succeeding Lester J. Auker, 
now assigned to the sales department. 
For the past 10 years Martin was adver- 
tising manager of B. F. Goodrich’s tire 
division. 

. 

Robert D. Park, 
the new  interna- 
tional chairman of 
the Oil Industry 
TBA Group, is a 
business college 
graduate whose 
first job with Sun 
Oil Co. was that 
of stenographer 
and order clerk in 

a the advertising de- 

Park partment, back in 

1925. He _ filled 

several internal posts prior to becoming 
assistant TBA manager in 1944, 

Originally in charge of battery sales, 
Park became TBA manager in 1958. He 
has been active on the merchandising 
committee of the Assn. of American Bat- 
tery Manufacturers, and recently held 
office as eastern chairman and secretary- 
treasurer of the Oil Industry TBA Group. 

The father of four daughters he takes 
part in a wide range of church, school, 
and community activities in his horae 
town of Springfield, Pa. 


By 
Jeff Shea has 
been named pro- 
duct merchandising 
manager for all of 
Autolite’s line of 
replacement __bat- 
teries sold under 
the trade names of 
Autolite, Rebat, 
and _— Prest-O-Lite. 
He was manager 
of automotive-bat- 
tery sales for Read- 
Shea ing Batteries Inc., 
when that firm was acquired by Autolite 
in 1956. He was most recently sales man- 
ager for Prest-O-Lite and Rebat batteries. 
& 
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new self-priming pump efficiency 


for bulk stations... 
with Ingersoll-Rand ‘Centri-prime” Motorpumps 


SUPPORUDG. HEAD. 


unique design 
incorporates 

~ built-in 

positive 
displacement-type 
priming unit 


SUCTION PORT 


IMING PUMP 
of paige PRIMING PUMP 





PRIMING PUMP IMPELLER 
priming time 
for the 


The new Ingersoll-Rand ‘‘centri-prime’’ Motorpump now combines— “centri-prime” 
in one compact unit—positive displacement-type priming with the (example for 16’ lift) 
efficient, high speed liquid handling of a centrifugal pump. This totally 6” pipe: 4.2 sec/ft 
different pump is designed specifically to handle suction lifts such as 5” pipe: 3.0 sec/ft 

tered in und dst tanks, top unloading of tank oo oe 
encountered in underground storage tanks, top unloading of tank cars, 3” pipe: 1.1 sec/ft 
transports and similar bulk station applications. Get complete facts on the amazing 
ff f th “centri- P 
On straight suction the unit will prime under lifts to 19 feet total head. ps Write today ‘ar fom 


Once liquid reaches the standard impeller, the centrifugal pump 70215, and see your local Ingersoll- 
takes over. Rand representative or oil equip- 
ment jobber 


L —— $$ 











over a century of pump progress 


New Ingersoll ‘‘centri-prime” Motorpump. from the leading manufacturer . .« 
5, 7%, 10 and 15 hp sizes for deliveries 


SEGRE Ingersoll-Rand 


11 Broadway, New York 4, N. Y. 


Other Ingersoll-Rand pumps for bulk plant service 


7A.) 

u {oa Vip 
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—_ 


Compact Motorpumps _|Horizontally-Split Pumps} Cradle-Mounted Pumps 
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Fruehauf Tank-Trailers 


Chemicals or Petroleum—Fruehauf Tanks 
Carry Bigger Loads At Less Cost 


A full, working knowledge of the special- 
ized needs of professional chemical and 
petroleum haulers have enabled Fruehauf 
engineers to produce versatile, high- 
capacity units able to carry practically 
any powdered or liquid commodity on 
the market today. 


It’s no wonder professional haulers are 
finding that, dollar-for-dollar, Fruehauf 
Tank Transports are their best profit buy! 
Versatility ... dependability ...safety... 
higher profiits ... all these advantages 
are designed into a Fruehauf unit! 


Fruehauf steel Tank-Trailers are designed and built to meet the exacting 
requirements of the liquid hauler. Rugged steel Fruehauf units are lighter in 
weight for maximum-volume payloads, for more profit on every trip. Capacities 
range from 4,000 to 9,000 gallons. All-steel tanks are precision-engineered 
for longer life, @nd automatic-seam-welded for maximum leak-proof protection. 


Fruehauf stainless steel Tank-Trailers are scientifically designed Featherweight aluminum Tank-Trailers, bolster-mounted truck 
to haul resins and solvents, acids, flammable chemicals, petro- tanks and frameless 4-wheelers can carry 700 gallons and 
chemicals, petroleum and other liquids. Capacities range from upward of more profit-making payload than comparable steel 
3,000 to 8,000 gallons. Lighter weight, corrosion-resistant units. Special alloy aluminum used has the highest tensile and 
stainless tanks will haul up to 700 gallons more payload than yield strength. Designed for lightest possible weight, Fruehauf 
comparable-sized steel units. aluminum transports give longer life, higher profit service. 
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Make Your Hauls 
MORE PROFITABLE! 








For Forty-Seven Years—World’s Largest 
Builder of Truck-Trailers! 


* Air slide'’—Trademark, Fuller Company 


FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue s Detroit 32, Michigan 


I'd like full information on Fruehauf Bulk Transports 


O Aluminum O) Steel (5 Stainless (© “Ajirslide” 


Name__ 





ee nn ™ ‘ E (PLEASE PRINT) 
Airslide”* pneumatic-pressure Tank-Trailers are designed for 


more economical bulk transportation, plus faster handling of Company__ 
powdered chemicals and other bulk commodities. Unloading 

rate of "Airslide” units depends on commodity, but 120 barrels Address_ : 
of cement may be unloaded in 36 minutes, normal discharge 

rate upward. City 
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Premiums 





WHAT’S 
+ NeW 
IN 
PREMIUMS 





FOLKSONG MAP of the U.S. is printed 
in 8 colors and is accompanied by an 
illustrated song book. Price for both 
book and map is $3.50 when ordered 
in bulk. Map and book may be ordered 
separately. Dorothea Lawrence, 512 
Stelle Ave., Plainfield, N. J. 


BALLPOINT PEN is also a letter opener 
and ruler. Up to seven lines of sales mes- 
sage can be imprinted on the pen, avail- 
able in a variety of colors. Price for 500 
pens is $55. R. Frank Advertising Spe- 
cialties, 253 Center St., Williston Park, 
Long Island, N.Y. 


GARDEN TOOLS are of sturdy enameled 
steel. The complete 3-piece set is priced 
at 75¢. This price includes handling and 
mailing. Around the World Shoppers, 
829 Newark Ave., Elizabeth, N.J. 


GLASSWARE in “roly poly” design is an 
open stock item. Three sizes are avail- 
able: Cocktail or 4% oz. (5¢), On-the- 
Rocks or 9 oz. (8¢), and Highball or 
12 oz. (10¢). Prices are approximate for 
bulk orders. Anchor Hocking Glass 
Corp., Lancaster, Ohio. 


PLASTIC CLIPBOARD is imprinted with 
company identification. It measures 5x8 
in. and includes a white pad. Makes a 
good item for car or kitchen use. Ordered 
in quantities of 1,000, unit price is 46¢. 
Marvin Tabak Co., 105 W. 47th St., New 
York 36, N.Y. 


BADMINTON SET has two racquets, shut- 
tlecock, net, instruction book, and carry- 
ing case. Price, including shipping, is 
$1.50 per set. Around the World Shop- 
pers, 829 Newark Ave., Elizabeth, N.J. 


SALAD SET is mailed directly to the 
customer from Italy. It includes pepper 
mill, salt shaker, 8-in. salad fork and 
spoon. Unit price is $1. This includes 
mailing and handling. Overseas Mailman, 
W. Palisades Blvd., and Grand Ave., 
Palisades Park, N.J. 


DUNCAN HINES guides for 1961 are now 
available. They offer state-by-state rec- 
ommendations for vacationing, dining, 
lodging. Price is 75¢ each on a minimum 
order of 25 books. Books are imprinted 
free on orders of 100. Duncan Hines In- 
stitute, 408 E. State St., Ithaca, N.Y. 
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Model 420 Model 400 
(Remote Dispenser— Model 420-1) (Remote Dispenser— Model 400-1) 


Replacement, modernization, new con- 
struction . . . single-product dispenser, 
2-outlet single product, 2-outlet 2-prod- 


gee there’s a Wayne uct . . . suction or remote type . 


lighted or unlighted . . . whatever your 


400 Series model island pump requirement, there is a 


model to meet it in the Wayne 400 Series, 


today’s only complete dispenser line. 


iJ 
to meet it All pumps in the Wayne 400 line have 


essentially the same dimensions and the 
same internal components. The canopy- 








Model 440 
(Remote Dispenser— Mode! 440-1) 


lighted Model 420, for example, fits the 
same holddown bolts as the internally 
lighted Model 440... or the unlighted 
Model 400. Similarly, the computer, 
meter and pumping unit in a single- 
product Model 400 dispenser are inter- 
changeable with those in a 420 duo. 


To you this means an opportunity to 
standardize on one basic pump—avail- 
able in a model to meet every lighting 
requirement and every type of dispen- 


Model 440 Duo (1 or 2 product; 
also as remote dispensers) 


sing operation. Thus your purchasing 
problems are simplified measurably, as 
are maintenance and service training. At 
the same time, your brand identification 
is also enhanced. 

The Wayne 400 Series is a compact, 
low-silhouette pump requiring minimum 
space on the island (and thus permitting 
more TBA display). The design is clean, 
modern, customer-attracting. Dial faces 
are wide, easy to read from any angle. 


Model 420 Duo (1 or 2 product; 
also as remote dispensers) 


also as remote dispensers) 


All models have a full 13 ft. of usable 
hose, with the nozzle readily accessible 
from either side of the dispenser. And 
all models feature the special Wayne 
clutch mechanism that prevents damage 
to the computer. 


For complete information on the Wayne 
400 line or on specific models (400— 
unlighted, 420—canopy lighted, 440— 
internally lighted), write The Wayne 
Pump Co., Salisbury, Md. 











Model 400 Duo (1 or 2 product; 


Inside...reliable Wayne componentry 


Special safety clutch on reset linkage prevents 
computer damage—only Wayne has it. No matter 
how strong the operator, he can’t damage the computer 
or shaft by trying to turn the pump on without first reset- 
ting it. The special clutch slips if any force is applied by 
the operator to the external control handle before reset- 
ting. This prevents twisted shafts, keeps control ele- 
ments from being thrown out of phase. 


Simplified computer design. Wayne service-proved 
M-56 Computer features large, easy-to-read numerals; 
semiautomatic reset conveniently located on hose side 
of pump; glass enclosed totalizers to preclude failures 
due to dirt. Manufactured under a strict quality control 
system, the M-56 has 200 fewer parts than its pred- 
ecessor, assuring long, trouble-free operation with 
minimum maintenance. 








Corrosion-resistant microaccurate meter. Exclusive 
Wayne 2PM-3 Two Piston Meter provides a smoothness 
of operation unknown in other designs. Perfectly accu- 
rate even at very slow rates of flow. Adjustment—seldom 
necessary—precision made merely by turning a knob. 
All materials selected for extreme corrosion resistance. 
In a recent test a standard 2PM-3 meter accurately 
measured 3,000,000 gallons of a salt water and gasoline 
mixture without sign of corrosion damage. 





Continuous-duty solo pumping unit. Completely 
self-contained. Pump, motor, strainers, bypass valve, air 
eliminator, check and pressure relief valve, and floats 
housed in one aluminum casting to save space, eliminate 
piping, and increase hydraulic efficiency. Gasoline-cooled 
motor provides true continuous-duty pumping under all 
operating conditions—at no extra cost. Most reliable, most 
easily maintained unit ever built into an island pump. 





For more information write 
The Wayne Pump Co., Divi- 
sion of Symington Wayne 
Corporation, Salisbury, Md. 
Wayne Pump Canada, Ltd., 
Toronto, Ontario. 


Model 400 Remote Dispenser 





WORLD’S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 





Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS e@ SUPPLY/DEMAND e MARKET OUTLOOK e@ MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: There'll be more touring this summer, and the high-volume 
season will be stretched over more weeks. Thus you can expect to sell 8% to 
20% more gasoline than you average daily for the year 


Market Outlook: Don’t bet a chip on which way product prices might flip in 
April. Sellers are stalling for time. Jobbers have been scrapping viciously for a 
IY 5-5 cic eens se Sb ri ncackhnws~aceuhoeudeuseeeee page 190 


How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 


Supply and demand Market barometer 
Market outlook Key crude oil prices 
Refinery/terminal prices 
Tank-wagon prices 
Petroleum indicators Prices in 55 cities 

State gasoline consumption . NPN gasoline index 


STATISTICS 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 
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NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 
March Feb. March 
19617 


Gasoline 
(regular) 

Kerosine 

Distillate 

Residual 

4 principal 
products 

Lube oil 


Crude at well 
($ per bbl.) 


11.88 
11.85 
9.50 
5.03 


9.47 
24.53 


2.88 


*Weighted average price, princi- 
pal markets. Crude prices middle 
of month, not monthly average. 

tThrough March 10. 


1961 1960 


11.97 
11.95 
9.53 
5.03 


11.39 
11.01 
8.62 
4.56 


9.52 
24.53 


8.90 
23.14 


2.88 2.88 








* Hawaii included from March ’60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day)* 
Finished and unfinished gasoline (thous. bbl.) 
Kerosine (thous. bbl.) ee 
Distillate fuel oil (thous. bbl.) 
Residual fuel oil (thous. bbl.) . 
Crude oil—B. of M. (thous. bbl.) 


March 19617 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) < 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


*Through March 10, except crude stocks March 4. 
Source of Data: API Weekly Reports, except 1960, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Month 
(Dec. ) 
( Mar.) 
(Jan.) 
(Oct.) 
(Jan.) 
(Jan.) 
(Dec.) 
(Dec.) 
(Nov.) 


Latest 
5,838 
21.10 
1,367 
5,275 

395 
68 
3,912 
2,823 


Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 
Service station sales—all commodities ($-million) 
Gasoline consumption (million gal.) 

Passenger cars—domestic shipments (thous. ) 
Trucks and buses—domestic shipments (thous.) 
Passenger car replacement tire shipments (thous.) 
Replacement battery shipments (thous.) 

Oil burner shipments (thous. ) 


February 1961 
221,097 
23,915 
96,698 
43,110 
230,525 


8,406 
1,072 
84.7 


4,084 
428 
2,217 


969 


7,186 
1,078 


Previous Month 
5,164 
oh | 
1,506 
pi fo be 
508 
80 
4,123 
2,634 
64.6 


March 1960 
221,691 
18,440 
73,948 
40,503 
260,923 


7,917 
986 
80.7 


4,092 

366 
1,796 
1,002 


7,128 
945 


Year Ago 
6,667 
20.20 
1,356 
4,979 

661 
96 
3,829 
2,467 
47.6 
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Supply and Demand 





How Summer Gasoline Demand Looks 


There'll be more touring in 1961, 
and more weeks of heavier travel 


HIS SUMMER oil-marketing companies will 

sell 8% to 9% more gasoline per day than 
they average daily for the year. In some states of 
scenic, historic, or other interest to visitors, gasoline 
consumption will be 15% to 20% larger. 


Peak gasoline consumption will extend from 
June through September, following the pattern of 
the past few years. The longer period reflects the 
extent to which paid vacations, now generally en- 
joyed by plant and office workers, are spread over 
the summer months. In former years, peak gasoline 
consumption came in July and August. 


This summer, based on estimated refinery de- 
mand, gasoline consumption may reach 4,550,000 
b/d for the June-September period. Use in the 
same weeks in 1960 was 4,450,000 b/d. Actual 
consumption in this period in 1959 was 4,361,000 
b/d, 9% larger than the 4,001,000 b/d for the 
year. Total four-month use was 36.4% of total 
consumption for the year. 


(The data shown in the accompanying chart is 
for total actual gasoline consumption in the U. S. 
It was compiled by the API from monthly reports 
made by state tax departments. It includes tax- 
exempt as well as taxable gasoline, and is believed 
to correspond closely to actual sales of the oil 
companies.) 


Use as motor fuel now takes 90% to 91% of 
total gasoline consumption. Of this use, over 71% is 
in passenger cars. Other relatively small volume use 
of gasoline is in civilian aircraft, tractors and earth- 
moving equipment, and in the marine field. (In the 
chart, the dip in the line for 1959 in August is 
likely due to the nationwide steel strike, which 
started in July.) 

New England’s six states reported 226,000 b/d 
gasoline consumption in June, July, August, and 
September, 1959. This was 10% larger than the 
1959 yearly average of 203,000 b/d. 


The Southeast (Fla., Ala., Ga., S.C.), as might 
be expected, showed only a small gain in gasoline 





U.S. Gasoline Consumption for Four 
Touring Months, Compared with Yearly 
Total 
(million gal. b/d) 


June thru 
Year September Total 


1959 22,343 
1958 21,194 
1957 20,481 
1956 19,942 
1955 19,426 


4-Month 
% of Total 


61,336 36.4 
59,154 35.9 
57,415 35.7 
56,037 35.6 
54,259 35.8 
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U.S. Daily Gasoline Consumption by Months 
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consumption in the June-September period, 330,- 
000 b/d compared with 320,000 b/d for all of 
1959. 


The Middle West resort states (Mich., Wis., 
Minn.) showed a 15% gain in gasoline consump- 
tion in the four-month period in 1959 over the 
yearly average. Use in the four months was 399,- 
000 b/d, compared with 348,000 b/d. 


The Middle West industrialized states (Ill., Ind., 
Ohio) gained only 5% in gasoline use in the four 
summer months of 1959, with total gallonage of 
532,000 b/d, while the yearly average was 508,- 
000 b/d. 


In the Southwest (Tex., Okla., Ark., N.M.) aver- 
age daily gasoline use in the June-September period 
in 1959 was 464,000 b/d, 6% higher than the 
439,000 b/d for that year. 


The Rocky Mountain states (Mont., Idaho, 
Wyo., Utah, Colo.) reported summer gasoline con- 
sumption of 144,000 b/d in 1959, 20% larger 
than the daily average sales for all of 1959. 


Percentage gains in gasoline consumption during 
the touring months are not great for many states. 
But translated into gallons, even the gains in this 
area are significant in terms of oil company sales. 
They fully warrant more efforts by the oil com- 
panies individually and by the industry’s travel- 
development committee to promote recreational 
driving in this country. * 


Correction: In last month’s supply-and-demand column, 
crude runs in early February were reported incorrectly. 
They were listed as over 9,900,000 b/d, 25% higher than 
in early December. They should have been reported as 
over 8,400,000 b/d, 7% higher than in early December. 





Market Outlook 





To Gamble, Go to Vegas 


F YOU WANT to gamble, go to Vegas—but don’t bet a chip on which way 
product prices might flip in April. Too many intangibles could play a tangible 
role in spring marketing developments. Markets have done a flip-flop in March. 

Light-product postings resemble a mouse trapped between two tomcats. With 
pressures almost equally great from either direction, it’s possible that a wait-and-see 
standstill will persist indefinitely. On the other hand, the slightest scare from one 
side could touch off a mad dash the other way. 

Sellers are stalling for time. Every day they can prevent a general drop in price 
is a day of triumph. Compare, for example, how much better current price netbacks 
are than they were a year ago. Chicago wholesalers at mid-March were collecting 
1.25¢ gal. more on both gasoline and distillates than a year ago. Great Lakes 
Pipe Line sellers were getting 1.25¢ higher on gasoline and 1¢ on light fuels, even 
after allowing for sharper-than-1960 discounts. Clearly, the refiner has been in 
the driver’s seat. 


Jobbers have been scrapping viciously, however, for a better buying deal. Many 
of them have absorbed part of the winter’s wholesale distillate advances rather 
than risk volume losses and bad relations with their customers. So now they want 
to get their margins straightened out even though April’s distillate volume is small. 


Distributors, in many cases, are as edgy about their gasoline margins as about 
distillate margins. Retail gasoline wars have cropped up in which branded price- 
protected product has dipped several cents below prices to the unbranded buyer. 
And the jobber trade is rife with suspicion and claims that competitors are bene- 
fitting from special deals—undercounter discounts, leaks of price-protected gasoline, 
special transportation allowances, or hard-to-prove month-end rebates. 


What Poland Needs Are Some Good Jobbers 


Poland needs some good jobbers to set markets straight in its paradise for 
workers. Warsaw has been getting up some figures telling Big Brother that he 
sells oil cheaper to the capitalists than he does to the faithful. The numbers reveal 
that Poland has been paying an average of more than 25% higher prices for 
gasoline and about 50% higher prices for kerosine than do buyers under “less 
favored” systems of government. Can you see a Chicago jobber paying 15¢ gal. 
for kerosine while his competitor buys at 10¢? 


Key Crude Oil Prices —(s of march 15) NPN Gasoline Index 


United States Dealer T.W. Tank Car 
California 
Wilmington, 31 gravity : (cents per gal.) 
Texas March 15 12.85 
West Texas sour, 36 gravity ...... 2.79-2.83 
Mid-Continent Month ago 16.56 12.87 
Oklahoma sweet, 36 gravity ......2.62-2.97 WOOP OG0 said vias Se eee 12.65 
Williston Basin 
North Dakota, 36 gravity ......... 2.47-2.87 ! ; 
Pennsylvania Dealer index is an average of dealer tank wagon 
wa WE i+5n Cob eeeee es tee eee 4.80 prices ex tax in 50 cities. 
Alberta — 
PONURNO CUE 55 ido Sessa nsacdoseon ee 2.38 Tank car index is weighted average of following 
Venezuela 
Bachaquero heavy, FOB La Salina, wholesale markets for regular-grade gasoline, FOB 
TE EN a Os - 1.85 refineries or terminals: Oklahoma, Chicago District, 
Middle East Mi : : 
Persian Gulf, FOB Ras Tanura inneapolis-St. Paul, California, Philadelphia, Jack- 


AIAG, SEI: 60 ccc dicacwinccacd 1.80 sonville, Boston and Gulf Coast. 
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PRODUCTS VS. CRUDE GULF COAST 


Market Barometer 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 
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1961 
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1960 


YEAR Sl 53 55 57 5 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 








Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN’s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
Mar. 15. Last previous listing: Feb. 15. 


Motor Gasoline 


Gulf Coast er 
100 oct. prem.....12.5-13.75 
99 oct. prem... ..12. yet 75 
98 oct. prem... . .12.25-13.25 
97 oct. prem..... 
95 oct. prem... . .12-12.2 
93 oct. prem..... 
92 oct. prem..... 
90 oct. prem..... 
87 oct. reg. 10. 625-10. 875 
Mass. 
Prem. grade 
Reg. grade 


14.4-18.2 
12.4-15.7 


Buffalo, N. Y. 
98 oct. prem..... 
92 oct. reg. 1 


Charleston, $. C 
Prem. grade 
Reg. grade 


Chicage, 


Detroit, Mich. 
98 oct. prem. 14.25W-14.5V 
92 oct. reg 12W-12.25V 


Houston, Tex. 
15.45-16.25 


14.5 
cata 


Jacksonville, Fla. 
Reg. grade 


Miami, Fla. 
Prem. grade 
Reg. grade 


page ‘— 
99 oct. prem.. 68 
31 oct. reg 


Mobile, Ala. 
Prem. grade 
Reg. grade....... 


Norfolk, Va. 
Prem. grade 


Pensacola, Fla. 
Prem. grade 
Reg. grade 


Philadelphia, Pa. 
Prem. grade ' 
Reg. grade 14.5-16.2 


Port Everglades, FI 
Reg. grade 


Savannah, Ga. 
Prem. grade 
Reg. grade 


Tampa, Fla. 
Prem. grade 14,25-16.8 
Reg. grade 12.25-13.8 


Wilmington, N.C. 
Prem. grade 
Reg. grade 


Okla. (Okia. ~ 
99 oct. prem... . .16-16.5 
91 oct. reg. 13.25-13.5 


Okla. Group 3 (Northern Shpt.) 
99 oct. prem 15.25-16.25 
91.oct. reg. 12.5-13.25 


192 


(TOs Ft. Wert Dalia 
= fe +o. Seis. 25 
60 oct. ‘ low. Be 


(F08 rlner pi —_ 
.14.75-16. 4 

90 oct. reg. °212.75-13. 

60 oct. & below. .11.75-12. Hs 


Ark. (For shpt. to Ark, & La.) 
Rete | 
92 oct. prem.....12.25 


91 oct. prem... . .12 
89 oct. prem.....11.5 


84 oct. reg. 


Kans. (For Kans. destinations only) 
99 oct. prem.....16.5 
91 oct. reg. 5 


Oli City 
98 oct. prem... ..14.75-15 
93 oct. reg. 3.25 


California—Los Angeles District 


Rack: 

100 oct. prem. ...13.5W-14.5 

98 oct. prem 13W-15.7 

94 oct. prem 2V-14.6 
1W-12.65 


1 
84 oct. reg 10.5W-12.6 


Tank Car: 
100 oct. prem....13.5W-14.5 


98 oct. prem. By 7 
-12.65 


94 oct. prem 
88 oct. reg....... 
..10.5W-12.6 


84 oct. reg... 


Tank Truck (400 gal. or more) 
98 oct. prem... ..21.3-22.3 
88 oct. reg. 17.8-17.9 


San Francisce District 
Tank Truck ons gal. or more 
98 oct. prem... . .21.8-2 
88 oct. reg. 18. 


Distillates & Fuels 


be Coast Cargoes 

41-43 w.w. ron .10. «a 75 
No. 2 fuel....... 9.5-10 
53-57 d.i gas oil..9.875-10.25 
48-52 d.i. gas oil..9.75 
43-47 d.i. gas oil..9.625 
Bunker C fuel... .$2.30-2.40 
Bunker C fuel 

max 1% sulf.. .$2.45-2.55 


Albany, N. Y. 


Baltimore, Md. 
Kerosine, No. 1. .11.7- “a 9 


<a 07-10. 
do farges 106 


Diesel oil, shore 
plants... | 


Buffalo, N. Y. 
Kerosine (a) 

Diesel fuel <8). 
No. 2 fuel (a). . 


(a) Prices of some sellers to bulk come 
mercial consumers are 0.15¢ higher. 


yom song by $. C. 
pereene, 


Chicago, Ill. 
Range oil, No. 1..10.75W-12.85 
No. 10W-11.85 
No. 5 fuel, low 
tea” 
‘0. 5 fue 

Pore 8.65 
No econ, low 

ar 7.9 
No, 6 fue high 

Lachiowes 7.65 


0.6 fuel.....,.9.1 
*Delivered Cleveland 
Corpus Christi, Tex. 


Jacksonville, Fla, 
Kerosine, No. 1. .12.1-12.9 
No. 2 fuel.......11.9-12.7 


oo 
No. A 


Minn. 
-11.93 
10.68W-10.93 


Heavy Diesel, 
bunkers 


New Haven, Conn. 
Kerosine, No. 1. .12 
No. 2 fue 


New 
a. No. 1. 
No. 2 fuel 


bunkers 


New York Harbor 
Kerosine, No. 1, .12 
11.650-11.9 


10.45V-10.9 


Heavy Diesel, 


Bunker C, 
bunkers 


Norfolk, Va. 

Kerosine, No. 1. .12 
jo. 2 fuel.......11 

Diesel oil, shore 


do barges. 
Light Diesel 
Heavy Diesel, 


Bunker C, 
bunkers 
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Oka. Group (Northern shpt. 
w.W. 


Philadelphia, Pa. 
Kerosine, No.1. .11.9 
b : 10.625W-11V 


Northeast Texas 
(FOB Ft. Worth/Dailas) 
42-44 w.w. 

10.5-11.1 


New Mexico/W. Texas 
42-44 ww. 
10.5-11.25 


; 1 SY-t1.2 


.9.5W-10 
$1.90-2.10 


42-44 


Tractor fuel 


gb 


Savannah, Ga. 
Kerosine, No. 1. .12.6-12.9 0. 2 fuel 
S40 wt fuel.10. 5 


Oli City 
Kerosine 


Tampa, Fla. 
Kerosine, No. 1. .12.25-12.7 
No. 2 fue 12-12. 36-40 poly fuel. 10: ‘25 


California—Los Angeles Dist. 
Rack: 
Stove dist. 

dahaigeds 8.25-12 
Diesel fuel 
= 7.75-11.25 
Light fuel 
Heav' 
PS $2.10-2.45 


..8.25-15.3 
..7.75-13.8 
hg salt Rel Heavy fuel 
Li ot ey ' PS $2.10-2.45 
Okla. (Okla. shpt.) 
42-44 wiw. 
10.875W-11.25W 
.10.5¥- Stove dist. 
PS 100 


Tank Lo wen gal. or{more) 
40-30 w 


No. 6 fuel. . 
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Refinery and Terminal Prices 





San Francisco Dist. 
Tank Car: 
40-43 w.w. 


kerosine 
Stove dist. 
PS 100 


Tank Truck (400 gal. or more) 
40-43 w.w. 


Ships’ bunkers, or deep tank lots 


San Pedro, Calif. 
Diesel—PS 200.. .$5.09 
| C—PSs 


San Francisco, Calif. 
Diesel—PS 200.. .$5.30 
aa C—PS 


Seattle, Wash. 
Diesel—PS 200... 
Bunker C—PS 
400 


jexico 
Ships’ bunkers: US dollars per bbi of 
169 liters 


ae 


Diesel. 
Bunker C 
Tampico 


Natural Gasoline 


Prices are to blenders on freight basis 
shown: shipments into tank cars or pipe 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 


FOB Group 3 
Grade 26-70 
4.5¢ 


FOB Breckenridge, Tex. 
_ 26-70 
¢ 


LP-Gas 


Producers’ net contract prices, tank cars 
/transport trucks. 
New York 


Oklahoma 
Group 3.. 4.545 
Baton jouge heeee ‘ 


Lubricating Oils 


Western Penna. 

Viscous Neutrals—No. 3 Col. Vis. at 
70¢ F. 

Se. Coates 425 flasn 
ee 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210°gneutrais, 
vis. at 100° 0-10 p.p. 


0-10 p.p., 95 vis. .26-27 
Neutral Oils—Conventional—Pate Olls 


wn 
wo 


..20 
- -20 
.-20 
.-21 
m 
oan 


wy 


Solvent Refined Oils from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 

Bright Stock, vis. at 210 

150-160 vi 

0-10 p.t. 95 v1... .26-27 

Neutral Oils—Vis. at 100; 85 v.1. 0-10 p.t. 
100 vis... .22.5-23.5 


as 
Vis. at 100° F., FOB S. Tex. refineries for 
domestic and/or export shipment. 


Pale Oils 





Tank-Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 


Mobil Gasoline 

(Regular) 

ir Cons Gasoline *Mobil Kerosine 
T T.c, Yard 


New York City 
Manhattan 


Mt. Vernon, N. Y 
Albany 
Binghamton 
Buffalo. 


a 


IANS PP fanoi COMnanuw 


Bridgeport, Conn... .. 
Hartford 


ee 
a 


CORK OKO 
at et ft at ee et tet 


Portsmouth 

Providence, R.1.......... 
Burlington, Vt 

Rutiand 


ar 
t Om wer wsDwowmoNnuown: oO: 


@& 00 00 Ny 00 00 WW OO BOO 
se po ons om 
wMmuncoonooo 


*Com. cons. t.c. prices 0.15¢ higher. ; e 
Taxes: NYC prices are ex 3% city sales tax; Syracuse prices ex 2% city sales tax. 


Kerosine tank wagon prices also do not in- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect 
March 15, 1961, as posted by principal mar- 
keting companies at their headquarters’ offices, 
but subject to later correction. 


Mobilfuel Mobilheat 
*Diesel *(No. 2 Fuel) 
T.c, Yard 


ii. 
11:3 
11-6 
12.1 
12.4 


nmr 


uw 


ee 
Nw 
wo 
nt 


~ 
% 
' WONNUONSs ~ 
+ ONIN ee eee ee 


© pus ene ae po gee get panemeomte pan guee 
> PwWHMwrNDNRH: 


© CO me ee et et RQ ee ee 
ow 
TRAAAHHOHH HH~a: 
9 petibut Gnd pao pe one pee ou Gh Om pd pub fee 
H OH wWenmoponmoan were: 


ee tt ee ee 


Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—Al!l points, t.w. less 0.5¢ for deliveries 


of 800 gal or more. 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are dlivered, all other tc. prices FOB bulk terminals. 


Atlantic Atlantic Gasoline Kerosine 


. (Regular) . - _ 

uel 

Refining , ce = 
=, ee 


Allentown. . 
Harrisburg. 
Wilkes-Barre. 
Williamsport. 
Pittsburgh. . 
Altoona... 

Erie 
Greensburg. 
Wilmington, Del. 
Hartford, Conn. 
New Haven... 
Boston, Mass. 
Springfield... .. 
Providence, R. I. 
Camden, N. J. 
Newark...... 
Albany, N. Y.. 
Binghamton 


— rs 


imira..... 
Rochester 


DHDMMMN INA INMAMONDMOMw IHS 
AMOWO HSMN S IMNMOWSWWHODDD 


NOS ananananan 
On OO fwoc 


@—State and federal taxes only. 
b—Fair-trade minimum service station price 
c—Fair-trade minimum service station price 


Heavy Fuels 
No. 5 No. 6 
Philadelphia 9.79 7.81 
Notes: Premium-grade t.w. prifes 3.5¢ above regular. Kerosine—Penna. add 1¢ gal 
for t.w. deliveries under 150 gal at one time. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 


Esso Esso Gasoline re 


(Regular) 


Standard ma nm Ne. "4 Fuel 


Atlantic City, N. J 16.2* 
Newark... nSbccaueen 16.2* 
Baltimore, Md. ace 
Cumberland. . 
Washington, D. C 
Danville, Va... 
Petersburg 
Norfolk. 
Richmond 


Charleston, W. Va............. 


Parkersburg 
Wheeling 

Charlotte, N.C...... 
Hickory...... 

Mt. Airy... 
Raliegh... 
Salisbury..... 
Charleston, S 
Columbia. . 
Spartanburg.... 
New Orleans, La. 
Baton Rouge..... 
Alexandria 

Lake Charles....... 
Shreveport 

New Iberia........ 
Knoxville, Tenn..... 


| WaemeSoom :: : 


CCOO4D DSHOODDWOWWOWOWOWOWOWOWOWWwWOW 
/ AHANHDomn -:: 


Chattanooga. .... 


PWOCOCOO OOO ODI DODD DOODOHOWLWWOHWOWOOUW 
MOCSOCCCOCSCSCSOSCSSCSOSOSCSOSOSOSCOSSSoOOOSO 


*Prices apply for kerosine only. 
Heavy Fuels 
No.6 Fuel Ne. 4 Fuel 
I Be ee eu cha iendunneseuskseueakee $4.16 $3.20 
i 52 3.40 


Baltimore, Md f 
Washington, D. C. 1,050 gal minimum 3.43 


Taxes: Louisiana kerosine prices do not Include 1¢ state tax. 

Notes: Kerosine/No. 1—Atiantic City and Newark petese are for deliveries of 300 gal 
or?more; add lf for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular, 
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American 


Oil Co. 


(Standard of Dealer 
Indiana Division) T.W. 
Chicago, lll 
South Bend, Ind.. 
Detroit, Mich 
Mpls.-St. Paul, Minn. 
Des Moines, lowa.... 
St. Louis, Mo. 


Omaha, Nebr 
Fargo, N 
Huron, S. D 


* @) See oom for prices on larger quantities 5 (D149 9¢ for 750 os a over. 
ve ‘ig 1,600 gal 


American Furnace 
100-389 400 gal 1-749 


gal & over gal 
Chicago.. 15.9 15.4 11.2 


Minneapolis-St. Paul 
Milwaukee 


Red Crown Gasoline 
Gasoline Kerosine 
T.W. 


‘a 


Taxes 


1 — 
Soorecwmowvooe 
cooocomoocoooe 


nolex Fuel C 
pe by 499 1,500 gal 
& over gal & over 
ft'ss 10.45 10.8 9.55 
American Furnace Oil 
175-849 8650 gal 1 gal 
gal & over & over 


16.2 15.7 
15.8 


Taxes: St. Louis poariips tax includes 1.5¢ ‘city tax. Des “Moines herosine & furnace 


oil prices do not inc 
be added, where applicable. 


ude 7¢ state tax. State sales, occupation, consumer & use taxes to 


Discounts: Red town c.t.w. prices at some points subject to varying discounts for 


quantity deliveries. 


N.B.: Established tank wagon prices are shown below. 
Some temporary prices maa be in effect in one or more local'ties. 


Continental Oil 


(4.8, Prices ere Continental's tank 
wagon Current selling prices may 


prices. 
vary from those shown because of loca! 
eenditions.) 


Concoe 

Gasoline Gaso- Kero- 
T.W. line sine 

(Regular) Taxes T.W. 


Denver, Colo, 18.0 
Grand junc- 3 
18.7 

18.8 


18.9 
19. 4 
20.9 


93 
20.6 


18.0° 
19. 3° 
a. | 
is. rf 
16.8 


16.8 
6.8} 


Taxes: Gasoline taxes Include these 
city taxes; nam yy & Roswell, 0.5¢; 
Santa Fe, ‘Cheyenne Casper, l¢. 


Discounts: Salt Lake City & Twin 
Falis gasoline prices spp for deliveries 
of less than 200 gal; gal, deduct 
0.5¢; 400 gai & over, deduct 1¢. 


Notes: Premium-grade tw. prices 3.5¢ 
above regular. 


*Consumer price 1.7¢ eal higher. 
tConsumer price 1¢ gal higher. 


Texaco 


Five Chie! Gasoline 
(Reguiar) 


pete. Fn. 
Wichita, Pails, 


San Antonio. 
Port Arthur. . 


Gasoline taxes: 9¢ 
Notes: Prices are for min. 25-gal. de- 
liveries. Gasoline-—Premium-grade t.w. 
prices 3.5¢ above regular, Kerosine— 
Prices apply to dealers & consumers. 


Kentucky Standard 


Gaso- Kero- 

A A line sine 

T.W. Taxes T.W. 

Atianta,Ga... 16.9 10.5 17.4 
Birmingham, 

Ala.. 16.8 12.0 17.3 
Jackson, Miss. 17.0 11.0 17.6 
Jackson 

11.0 17.4 


Loutsviile Ky. 18. 7 11.0 17.6 

Taxes: Birmingham gasolinestaxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included In prices: Georgia l¢; 
Mississippi 0.5¢. 

Note: Current net prices may differ 
from those listed because of temporary 
local conditions. 


Tank-Wagon Prices 





Standard of Ohio 


Sohie Extron Gasoline ( Regular Grade 
Gaso- 


Efe 


CoOLCoOwwwwwws* 
—— “4 
—— B 
co g 


Nr 
ee 


SPeesers 

ee et at et et 
edna toe et ed 
OOO onn eon 
owmnowouwwmun 


— 
awn 
o 


~ 


—~ 
S 
at atatotatetet—}—4 
cooceooococe 


APAMAAMAHMAMH 
Con wowvwwe o 


~ 
- 
wo 
oo 
~ 
o 


5 
Zanesville 18.6 16.5 15.5 


Notes: Kerosine, Nos. 1 & 2 1 Fuels—Prices are for 100 gal “ ware for 50-99 gal, add 
1¢, 1-49 gal, add 2¢. Premium- -grade prices: consumer tw. S. 4¢ above regular, 
resellers 3.5¢ above regular. S.S. prices are at See aie. 


Standard 
e e Prices are tank truck postin 
of California Estes or cetvates of ¢ 


Chevron 


ex ali taxes, ap- 
gal or more; see 


“Pearl 
Chevron Gasoline eam 


Regular Taxes 
a 10.0 


10.0 


San te = — 


os 
co 
o 


Boise, 

Sait atone City, Utah 
Honolulu, Hawaii. . 
Fairbanks, Alaska. . 
JUREBB..ccavccee - 

*Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oll price Is ex Me "ae tax;"all’prices are ex-Hawallaa 
gross income tax of 0.75% wholesale and 3.5% reta 

Notes: For other deliveries— 

Chevron (reguiar)}—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0. pry applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
tt. gal higher than Chevron (regular) for quantity delivered at all points except ke 

City, 3.5¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gai, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 3. 

Diesel, furnace & stove oy pe to 400-gal-and- -over price 5¢ for less than 40 gal. 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal, 


et AD ee et ee ee 
SBaSSSrSuB8esr 
Oem WIONOW~ US oO 
ee ee 

eK NIOOCCOCSCOoOW 
oowmooumumoocoe 


(Prices are per imperial gal; to arrive at price per U" S, 
Esso Furnace 


gal, subtract 1/6th). 

Esso Gasoline Oil 
(Regular) Kerosine No. 2 Fuel 
Dir. T.W. T.W. T.W. 


Imperial Oil 


Gasoline 
Taxes 
19.0 


Winnipeg, Man 
Brandon, Man 
Regina, Sask. 
Saskatoon, Sask. 
Calgary, Alta 
Edmonton, Alta 


tet et et tt pet tft 
COON N ewww 
ooocooooooo°o 


Taxes: Gasoline taxes are provincial taxes. 

Nete: Premium-grade t.w. 5.0¢ above regular. 

ee to 1¢ gal. allowance. **Subject to 1.5¢ gal. allowance. tSubject to 2.1¢ gal. 
allowance. 











EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 
New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request| 


DEGREE DAY SYSTEMS 39-30n 58th st. WOODSIDE 77, N. Y. TWining 8-6666 











April, 1961 * NATIONAL PETROLEUM NEWS 195 








Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade Gone eel ee. and taxes Service are shown below. Figures are in ¢ per gal; (i) and (d) indicate increases or de- 
in 55 representative U. S. cities on March 1, 1961, as compiled by Platt’s OILGRAM Price — as compared with Feb. 1, 1961. Tax col. indicates only motor fuel taxes levied as 
such. 
Dealer Service Service Dealer Service Service 
T.W. Station Tax Station T.W. Station Tax Station 
(ex tax) (extax) (imel.4¢ fed.) (incl. tax) (ex tax) (ex tax) (incl. 4¢ fed.) (incl. tax) 

10.15 d-31.25 : x 9.00 31.40 
11.00 27.90 N. D. ; 10.00 
30.90 
33.90 
27.90 
28.90 


8 
8 


Manchester, N. H 
Burlington, Vt. 
Boston, Mass. 
Providence, R. 1... 


8 
Ss 
g 


~ 


~ 


os: 
S888 seseg Ss 


ae. 
; 


SLSKSS SeRse SERBS SBKER KES 
SSSESSE SESES SESESE SESEEE SES 


ida 
> 
+ 
. 


SSee ©oSse 
ee 


Newark, N.J.........0.0.0- 
Philadelphia, Pa. 

Wilmington, Del 

Baltimore, Md..... 
Washington, D. C.. 
Charleston, W. Va.. 

Norfolk, Va. 

Charlotte, N. C. 

Charleston, S.C............ 


Albuquerque, N. M 
Denver, Colo. 
Cheyenne, Wyo. 
Grant Falls, Mont. 
Boise, Idaho 

Salt Lake City, Utah 
Reno, Nev. 

Phoenix, Ariz. 

Los Angeles, Calif 
San Francisco, Calif 
Portland, Ore. 
Seattle, Wash. 
Spokane, Wash. 


*includes 0.5¢ city tax, **Includes 1¢ city tax. ***Includes 1.5¢ city tax. 


— 
ll re 
ss 
. 

— 


Ssss 
s 


SS55Se 555 
Sessss sss 


Birmingham, Ala............ 
Jackson, Miss. 

Memphis, Tenn. 

Louisville, Ky 

Cleveland, Ohio 

Cincinnati, Ohio 
indianapolis, Ind 

Chicago, 11 

Detroit, Mich 

Milwaukee, Wisc. 


Ssesss sess: 
~oe—a0 


Raye wp 


fe ae tat eee ee ep ste 
TOaoe? 


SSSSS SSN Sree Meroe s : 
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PATENT CHEMICALS’ 


the Pioneers in Petroleum Dyes 


FORMS OF sf en Gaskets and Packings 


DISPENSING & HYDRAULIC EQUIPMENT! 


ae ‘ Includes: 
4 ‘ Meter Leathers * Diaphragms * Stem Packings 
Pe E ‘squpmset Hose Washers * Visa Gauge Gas Kit Sets 
i FRE : Meter Gas Kit Sets « All Types of Gaskets 


ALL MAKES...ALL MODELS 


CATALOG — oN Gasoline Lube & Kerosene Pump Leathers 
Hydraulic Hoist Packings * Discs for Pump Nozzles 
Nozzle Disc Assortment « Gas Kit Sets® 


Granulated : j anti 8g saliter Retractor Hose Cable & Attachment 
Fluid Concentrates | | SEARLE LEATHER & PACKING CO. 2105 N. Marianna Ave., Los Angeles 32, P.0. Box 32188 
, Powdered | 


FOR USE IN 
. Gasolines, Jet Fuels, Diesel Fuels, F 


vel 
Bits, Lubricating Oils, Auomatic trans | | HAVE TOMORROW'S STATION TODAY WITH 


| “GASILE’”’ 
Se | STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767.626) 











J 


WRITE FOR INFORMATION OR PRICES 


Ww. B. GOODE COMPANY, INC. 
PHONE ELGIN 3-556! © 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 
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Gasoline Markets 





Gasoline Consumption by States, October, 1960 


Ee 


1960 
83,717,000 
7,728,000 
43 ,409 ,000 
51,177,000 
505,780,000 
61,272,000 
67,610,000 
17,115,000 
16,936 ,000 
146,431,000 


110,675,000 
19,419,000 
24,196,000 

269, 119,000 
53,891,000 


103,542,000 
91,749,000 
77,727 ,000 
77,822,000 
28,753,000 


79,491,000 
123,633 ,000 
228,473,000 
126,571,000 

55,503 , 000 


147,738,000 
25,965,000 
56,311,000 
14,480,000 
17 ,964 ,000 


170,203,000 
32,413,000 
356 ,084 ,000 
128, 263 ,000 
31,089, 000 


278,495,000 
90 ,468 ,000 
000 
,099 ,000 
20,598 , 000 


61,012,000 


First 10 Months————— 
1960 1959 


° 
gx 


829,179,000 
70,812,000 
404,681, 
489,611,000 
4,967,733, 000 
603,961 ,000 


, 


640, 1 
171,016,000 


& 


& 


R AAAM aguas 
RNY Bron wren 
W™ SwwKre rwroenm ZF 
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~~ ow 
Sx2s 
See s 
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oo 
TRO wHen© swodS eontG e-worw aw 


289, 345,000 


779,659,000 
1,210,737 ,000 
2,300 461,000 
1, 168,878,000 

557,634,000 
1,458,869, 000 

273,864 ,000 
530,514,000 . 
135,009 ,000 127,894,000 
176,117,000 172,231,000 


1,710,238, 000 1,678,947 ,000 
39 000 443 


sees S228 2 


PAEEE FEET EEE FEEEE HIE He tt H 14d H4414 


Maryland 


Michigan 
Minnesota 


— 


New Jersey 
New Mexico 


1,208,695, 000 
269 , 469,000 
2,728,347 ,000 
901,879,000 


572,732,000 
2,720,034 ,000 
206 , 900 ,000 


, ’ 


ee NmNe © 


AN AHVHONM SHMHNMW VO NINO Maga 
fee 


K 


Oklahoma 


_ 


COW OUWWWO OCWKHOHO OCUNOFS 20240 £UONS VENOO HOWOM VOsewoO AsWUG NHeWwoe 


60, 425, 
Pennsylvania 280 ,099 
Rhode Island 


South Carolina 609 , 058 , 000 
South Dakota 296,259 ,000 
984 , 406 ,000 
3,851,557 ,000 
339,000 
111,503,000 
1, 104,453,000 
961,892,000 


L$E+ LL bE EEEEE EET HEE Ftttt ttt ttt Hitt +t+t+ 


I+ + +I+++ 


95,762,000 
42,468 , 000 42,891,000 


117,346,000 104,477 ,000 
15,243,000 11,395,000 


5,271,023 ,000 4,979, 103,000 


Washington 
West Virginia 423,132,000 436,745, 


Wisconsin 1, 155,272,000 1, 128,870,000 
Wyoming 159,367,000 152,417,000 


Total 50 States and D. of C. 52,450,349,000  51,595,567,000 
tThese ase State tax rates per gallon. In addition there is the Federal Tax of four cents (4¢) per gallon. 
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Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Sydney, N. S. Boston 




















Fluorescent color tor ae @ BRIGHT STOCKS 
solvent extracted an This Is Your Market Place @ MULTI-PURPOSE OILS 


additive 
Write Today for Advertising Space Rates e CYLINDER STOCKS 


PATENT CHEMICALS, NATIONAL PETROLEUM NEWS Kerr-McGee il Industries. Inc. 


CORPORATE K Building— | it 
“see 330 West 42nd St., New York 36, N. Y. eens: Oe yn reese: Rity, Otle 


Paterson 4, New Jersey 
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Coming Meetings 





APRIL 


Oklahoma Oil Jobbers Assn., spring conven- 
tion, Biltmore Hotel, Oklahoma City, Apr. 
5-7. 

Texas Oil Jobbers Assn. and Texas Petro- 
leum Marketers Assn., annual meeting and 
trade show, Baker Hotel, Dallas, Apr. 6-8. 


Empire State Petroleum Assn., 
meeting and trade show, Grossinger’s, Lib- 
erty, N.Y., Apr. 9-11. 


> National LP-Gas Council, annual board 
meeting, Pier 66, Fort Lauderdale, Fla., Apr. 
10-11. 


Western Petroleum Refiners Assn., 49th 
annual meeting, Granada Hotel, San An- 
tonio, Tex., Apr. 10-12. 


American Society of Lubrication Engineers, 
annual meeting and exhibit, Bellevue-Strat- 
ford Hotel, Philadelphia, Apr. 11-13. 


Kansas LP-Gas Assn., 16th annual conven- 
tien, Allis Hotel, Wichita, Apr. 16-17. 

Assn. of Nebraska LP-Gas Dealers, annual 
meeting, Castle Hotel, Omaha, Apr. 16-17. 


Ohio LP-Gas Assn., annual convention and 
trade show, Sheraton Gibson Hotel, Cincin- 
nati, Apr 16-18. 


Oil Industry TBA Group, West Coast 
section, Jack Tarr Motel, San Francisco, 
Apr. 17-18. 


Virginia Petroleum Jobbers Assn., annual 
meeting, Hotel Cavalier, Virginia Beach, 
Apr. 17-18. 


National Petroleum Assn., semiannual meet- 
ing, Sheraton-Cleveland Hotel, Cleveland, 
Apr. 19-20. 


Fuel Merchants Assn., of New Jersey, an- 
nual convention and trade show, Haddon 
Hall, Atlantic City, Apr. 19-21. 


Mississippi LP-Gas Dealers Assn., annual 
meeting, Edgewater Gulf Hotel, Edgewater 
Park, Apr. 23-25. 


Oil-Heat Institute of America, annual meet- 
ing and convention, Statler Hilton Hotel, 
Washington, D. C., Apr. 23-26. 


Independent Oil Men’s Assn. of New Eng- 
land, annual convention, Statler Hilton Ho- 
tel, Boston, Apr. 27. 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, Apr. 30-May 3. 


MAY 


API, Division of Marketing, fuel oil com- 
mittee meeting, Grand Hotel, Point Clear, 
Ala., May 1-3. 


National Tank Truck Carriers, annual meet- 
ing and trade show, Netherland-Hilton Hotel, 
Cincinnati, May 1-3. 


North Carolina Oil Jobbers Assn., annual 
meeting, The Carolina Hotel, Pinehurst, 
May 4-7. 


Tennessee Oi] Men’s Assn., semiannual 
meeting, Read House Hotel, Chattanooga, 
May 7-9. 


Pennsylvania Petroleum Assn., semiannual 
meeting, Hotel Bedford Springs, Bedford, 
May 7-9. 


Oil Industry TBA Group, Central section, 


Fountainbleau Hotel, New Orleans, May 
8-9. 
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American Society of Mechanical Engi- 
neers, lube symposium, Hotel Deauville, Mi- 
ami Beach, May 8-9. 


> Oil-Heat Institute, West Coast regional 
convention, Sheraton Hotel, Portland, Ore., 
May 10-12. 


Oil Industry TBA Group, Eastern sec- 
tion, Pocono Manor Inn, Pocono, Pa., 
May 11-12. 


Society of Independent Gasoline Market- 
ers of America, semiannual meeting, Ameri- 
cana Hotel, Miami, May 14-15. 


Kansas Independent Oil & Gas Assn., an- 
nual meeting, Broadview Hotel, Wichita, 
May 14-16. 


API Division of Marketing, lubrication 
committee, Hollywood Beach Hotel, Holly- 
wood Beach, Fla., May 15-16. 


Assn. of American Battery Manufacturers, 
The Roosevelt Hotel, New Orleans, May 
15-17. 


API Division of Marketing, mid-year meet- 
ing, Americana Hotel, Miami Beach, May 
16-19. 


National Oil Jobbers Council, Hotel Ameri- 
cana, Miami Beach, May 16-17. 


Oil Industry TBA Group, Canadian sec- 
tion, Royal York Hotel, Toronto, May 18. 


Louisiana Oil Marketers Assn., annual 
meeting, Roosevelt Hotel, New Orleans, May 
19-21. 


Connecticut Petroleum Assn., 11th annual 
convention, Statler Hilton Hotel, Hartford, 
May 25. 


Pennsylvania Grade Crude Oil Assn., an- 
nual meeting, Pennhills Club, Bradford, May 
mM 


Georgia Oil Jobbers Assn., annual meeting, 
The Cloister Hotel, Sea Island, May 26-27. 


JUNE 


Missouri LP-Gas Assn. and Illinois LP- 
Gas Assn., annual meeting and trade show, 
Hotel Sheraton-Jefferson, St. Louis, June 4-6. 


> Oil-Heat Institute of New England, bien- 
nial oil-heat show, Statler Hilton Hotel, Bos- 
ton, June 6-8. 


Maine Oil & Heating Equipment Dealers 
Assn., annual meeting and trade show, Samo- 
set Hotel, Rockland, June 13-14. 


Petroleum Pac’ Packag- 
ing Institute, June 15-16 (location unknown 
at publication). 


Indiana Fuel Merchants Assn., annual 
convention and exhibit, French Lick-Shera- 
ton Hotel, French Lick, June 19-21. 


Interstate Oil Compact Commission, semi- 
annual meeting, Shamrock Hotel, Houston, 
June 19-21. 


Wisconsin Petroleum Assn., annual golf 
tournament, Dell View Hotel, Lake Delton, 
June 20. 


JULY 


Kentucky LP-Gas Assn.; annual meeting 
and trade show, The Kentucky Hotel, Louis- 
ville, July 23-25. 


National Congress of Petroleum Retailers, 
15th annual session and trade show, Cosmo- 
politan Hotel, Denver, July 23-28. 


AUGUST 


Florida LP-Gas Assn., annual meeting, 
Hotel Robert Meyer, Jacksonville, Aug. 24- 
26. 


SEPTEMBER 


New Mexico Petroleum Marketers Assn., 
annual meeting, Western Skies Hotel, 
Albuquerque, Sept. 10. 


> Oil-Heat Institute of New England and 
New England Fuel Dealers Assn., annual 
convention, Equinox House, Manchester, Vt., 
Sept. 10-13. 


®North Carolina LP-Gas Assn., annual 
meeting, Sir Walter Hotel, Raleigh, Sept. 12- 
13. 


National Petroleum Assn., 59th annual 
meeting, Hotel Traymore, Ailantic City, 
Sept. 13-15. 


Alabama Petroleum Jobbers Assn. and 
Mississippi Oil Jobbers Assn., annual meet- 
ing, Admiral Semms Hotel, Mobile, Sept. 17- 
19. 


Pennsylvania Petroleum Assn., annual 
meeting, Pocono Manor Inn, Pocono Manor, 
Sept. 17-19. 

Empire State Petroleum Assn., fall meet- 
ing, Sagamore Hotel, Bolton Landing, N.Y., 
Sept. 24-26. 

Independent Oil Compounders Assn., 
Willa Moderne Motor Hotel, Highland Park, 
Ill, Sept. 24-26. 

Independent Oil Marketers of 

37th annual meeting and trade show, Hotel 
Severin, Indianapolis, Sept. 24-26. 

Colorado Petroleum Marketers Assn., an- 


nual convention, Broadmoor Hotel, Denver, 
Sept. 28-Oct. 1. 


OCTOBER 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 11. 


National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, May- 
flower Hotel, Washington, D.C., Oct. 15-17. 
American Petroleum Credit Assn., annual 
meeting, Shamrock Hilton Hotel, Houston, 
Oct. 15-18. 


First Listing 





Kansas Oil Men’s Assn., University of 
Kansas, Lawrence, Apr. 5-7. 


Chapel Hill, Apr. 17-21. 





MANAGEMENT INSTITUTES 


Missouri Petroleum Ass., University 
of Missouri, Columbia, Apr. 18-19. 


National Tank Truck Carriers, Pur- 
due University, Lafayette, Ind., Sept. 
12-13. : 
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TETRAMIX* offers new flexibility 
in choice and use of lead antiknocks 


In the few brief months since the 
introduction of DuPont TreTRAMIx 
antiknock compound, refiners have 
found that it offers a new degree of 
flexibility in their choice and use of 
iead antiknocks. For example, while 
its effectiveness varies with gasoline 
composition (as is true with other 
antiknocks as well), TeETRAMIXx is 
generally effective in low, medium 
and high dosages. 

Results of tests to date indicate 
that TeTRAMIX is also a more effec- 
tive antiknock in some fuels than 
either tetraethyl or tetramethyl lead 
—that is, a given octane number can, 
in such fuels, be obtained with 
lower concentrations of TETRAMIXx 
than with TEL or TML. Being a 
mixed lead alkyl, Terramix brings 
to many gasolines the best qualities 
of TEL and TML. 

Based on this refining flexibility 
and the potential savings it offers in 
blending gasolines to desired octane 
numbers, TETRAMIX antiknock com- 
pound has already won refiners’ ac- 
ceptance. With commercial quanti- 
ties available, now is the time for 
you to investigate the potential ad- 
vantages of TETRAMIX. 

Because you have a choice of lead 
antiknocks at Du Pont, you'll get im- 
partial help in selecting the best one 


for your gasoline stocks. Your 


DuPont Petroleum Chemicals Divi- 
sion representative can assist you in 
evaluating the relative merits of 
TEL, TML and Terramix. 


* Trademark 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont de Nemours & Company (Inc.) 


























Commercial shipments of Du Pont TETRAMIX are now rolling to refiners. 





All in the family 
TETRAMIX, Du Pont’s new lead 
antiknock compound, is a com- 
bination of all possible tetra- 
methyl-ethyl lead compounds. 
It provides the best qualities of 
both TEL and TML in a single 
additive. 


Announced in the fall of 


1960, TeETRAMIX represents the 
latest in a series of DuPont 
petroleum additive develop- 
ments that dates back to the 
commercial introduction — of 
TEL in the early 1920’s. 























Now ... 4,507 
motorists 


in a nutshell 


The “Summary Report” of the Du Pont 
“Profile of the Motorist” study is soon 
to be published. This new booklet will 
give you a nutshell version of the re- 
sults of the most extensive survey ever 
made of the driving-and-buying Amer- 
ican public. 

In handy, concise form, this new 
publication will contain answers to 
questions about how people react to 
price wars, give-aways, trading stamps, 
regular vs. premium gasolines, TBA 


OVER 





DUPON 





4,507 motorists 


purchases, credit cards, vacation driv- 
ing and daytime TV . and many 
other facts that further define and 
analyze the motorist and the market he 
represents. 

In the “Profile of the Motorist” study 
itself, 4,507 motorists were interviewed 
in marketing areas from coast to coast. 
The broad findings, trends and many 
cross-tabulations will be published in 
the “Summary Report.” Comparisons 
with earlier DuPont surveys are also 
to be included. 

Copies of the “Summary Report” 
will be available about April 1. For 
your copy or for information on the 
study itself, contact your DuPont Pe- 
troleum Chemicals representative. 











MANAGER 
GULF COAST REGION 








__.. 


CHARLES D. TOWERY, Manager of the 
Gulf Coast regional office for DuPont 
Petroleum Chemicals, has been associ- 
ated with Du Pont since 1947, 

Starting as a sales service represen- 
tative for the Petroleum Chemicals Di- 
vision in the Gulf Coast District, he 
later was manager of the Mid-Conti- 
nent region before moving to his pres- 
ent position. 

Prior to’ coming with DuPont, Mr. 
Towery was employed by Bethlehem 
Supply Company of Houston, the Gulf 
Oil Corporation and the Pure Oil Com- 
pany. He also served as a petroleum 
advisor in the U. S. Bureau of Ships 
during World War II. 

He received a Bachelor of Science 
degree in Chemical Engineering from 
Texas A. & M. College in 1932. He and 
his wife live in Houston with their four 
children. 

The many Du Pont services are avail- 
able to refiners and marketers in the 
Gulf Coast area through Mr. Towery’s 
office — to aid in the solution of petro- 
leum additive problems. 











Color gives fuel oil a 
new selling advantage 


Oil companies know that the subtle 
differences between competitive petro- 
leum products often can mark a wide 
variation in their sales value to con- 
sumers. 

One of these factors in fuel oils, for 
example, is the very appearance of the 
product. Consider the relative sales 
appeal of fuel oil in its normal state 
versus the same oil after a distinctive 
color has been added to it. Perhaps the 
burner is unaware of the difference, 
but marketers and consumers alike can 
recognize a difference. Such a distinc- 
tion may be the sales advantage you 
seek, 

To this end, Du Pont petroleum dyes 
offer you several built-in features: an 





"Down the R 
now appearing on 
America’s screens 


“Down the Road,” the CinemaScope 
movie sponsored by DuPont to stimu- 
late interest in auto travel, is now ap- 
pearing in movie theaters across the 
country. 

Narrated by Lowell Thomas, the 
ten-minute color featurette is an ad- 
venture in itself —a thrilling visit by 
automobile to all corners of America, 
from the Painted Desert to New Eng- 
land, from the sands of Daytona to the 
mountains of Canada. 

In sponsoring “Down the Road” 
DuPont is promvting expansion of the 
demand for petroleum products by 
encouraging a greater interest in the 


RADIO CITY MUSIC HALL, New York City, 
was the site of the Eastern premiere of ‘‘Down 
the Road," in mid-January. 





unlimited choice of colors, color-fast- 
ness for lasting value, availability in 
powdered, flaked or crystalline forms; 
rapid deliveries; experienced technolo- 
gists to advise on color selection, appli- 
cation and use. 

Your DuPont representative will 
gladly offer this advice—or provide you 
with our latest booklet on DuPont 
Petroleum Dyes. 





heritage and beauties of America—and 
the ease and comfort with which they 
are available via automobile. 

Motorists in your marketing area will 
soon be seeing “Down the Road.” If 
you are interested in tying in with the 
travel promotion value of this film, 
your DuPont Petroleum Chemicals 
representative can give you data on 
local bookings. 








— SALES OFFICES 


RAndolph 6-8630 
MAin 1-3422 


Chicago 3—8 So. Michigan Ave. 
Cleveland 15—101 Prospect Ave. 


Houston 2— 
705 Bank of Commerce Bldg. 


Los Angeles 17—612 So. Flower St. 


New York 20— 
45 Rockefeller Plaza 


Philadelphia 2—3 Penn Center Plaza 
Pittsburgh 22—1 Gateway Center 
San Francisco 4—111 Sutter St. 
Seattle 3—4003 Aurora Ave. MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 3-8581 


in Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 Eglinton Ave. East, Toronto 12, 
Ontario HUdson 1-6461 


OTHER COUNTRIES: 
Petroleum Chemicals Division, Export Sales, 
Wilmington 98, Delaware PRospect 4-5009 


CApitol 5-1151 
MAdison 4-1354 


212-C0-5-2342 
LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-1934 


REG ys. Pat OFF 


Better Things for Better Living 
... through Chemistry 


Du Pont Lead Antiknock Compounds and other Petroleum Additives 


OVER 


A-19007 
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first and only 


controlled output 
timing light 


new inside and out! 
ae 


HT-800 
DEALER 


; — ; 9 NET 
Ck §$ 3939 
PATENT PENDING 


Only the completely new HT-800 
Timing Light has a voltage match- 
ing switch that locks out the “‘wrong”’ 
voltage. Nothing burns out! The 
bright light through the optically 
ground lens flashes only when the 
battery voltage and switch position 
match—and it is equally as brilliant 
on 6 or 12 volt systems. 


For twice the normal service life, 
the HT-800 also boasts an exclusive 
under-load circuit. For safety, it has 
a tough, high-impact plastic case 
that is electrically non-conductive ... 
easy to keep clean and new-looking. 
It’s your best buy for long-time, 
trouble-free service—backed by a 
one-year guarantee. Ask your jobber. 


See us at the 1.A.S.1. Show, booths 2364-65. 


| drand Equipment 


HERBRAND DIVISION 


THE BINGHAM-HERBRAND CORPORATION 
FREMONT, OHIO 
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CRITICAL MATTER 


of dealers’ protecting your good name 














(and how brake service with Raybestos can help) 


With the dealer standing squarely between you and the motorist, you count 
heavily on him to uphold your reputation. Your good name is at stake every 
time he makes a sale, whether it’s a tankful of gas or a brake reline job. In 
the case of the latter, Raybestos can make sure your customers think well 
of you. 


There are two main reasons for urging your dealers to sell Raybestos. First 
of all, no better brake linings exist. So motorists get smooth, safe, silent 
stops every time. Second—and this is tremendously important, too— 
Raybestos conducts local sales and service brake clinics and factory schools 
to teach your dealers how to do good brake work at a profit. 


And remember: good brake service is not merely an end in itself. It enhances 
your brand name, strengthens customer loyalty, and is usually helpful in 
boosting repeat sales of your petroleum products and TBA. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 
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About Oil People 





G. L. McCoy Sr. went into oil, followed by sons... 


G. L. McCoy Jr. and... 


Here Are Oil's ‘Real McCoys’ 


Gerard L. McCoy raised his sons in the oil fields of Mexico 
and Indonesia. Now all three are in the oil business 


I’ YOU’RE LOOKING for the “real McCoys,” try the 
oil industry. 

Though Gerard L. McCoy Sr. and his two sons, 
Gerard Jr. and Donald, aren’t in business together, 
their close relationship and competitive spirit would 
probably make an interesting partnership. 

Gerard Sr. is regional vice president for Indonesia 
at Standard-Vacuum Oil Co. Gerard Jr. is also at 
Stanvac—on a foreign assignment in Sumatra. Don 
is eastern division marketing manager at Tidewater 
Oil Co. 

The elder McCoy’s career in oil has been a long 
and colorful one. He began as an office boy with 
Standard of New Jersey in 1914 while he was still 
in his teens and going to college. World War I 
interrupted both his business and college career, 
and he went into the Navy as an apprentice seaman. 

After the war ended, McCoy went back to 
Jersey and to college, but when a job opportunity 
with a Jersey subsidiary in Mexico came up, he 
postponed his education again—this time for al- 
most 20 years. Both his sons were born in Mexico 
and brought up in the oil fields of Indonesia. 


Indonesia to NYU 


The McCoys had to leave Indonesia in 1941 
when the United States entered World War II, but 
McCoy still got to see some action when he went 
back to Indonesia in 1945. “It was a rugged as- 
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signment,” he says, “with gun and mortar fire al- 
most every night.” During the war years, McCoy 
used his time in the states to go back to school and 
get his BS degree. In 1945 he was graduated from 
New York University. 

All the family has a thirst for knowledge. Mc- 
Coy Sr. went back to NYU in 1955 to get his 
masters at the age of 51. The two boys had already 
got theirs, and today all three masters theses stand 
side-by-side at the university. 

Even Mrs. McCoy (who is “our driving force’’), 
got into the act and is now a junior at Columbia 
University, majoring in sociology. 


‘Too Young to Retire’ 


The family is constantly taking on new chal- 
lenges, McCoy Sr., who could have retired several 
years ago under a Stanvac 40-year plan, decided 
against it—“I was too young to retire.” Instead he 
got his masters degree and is qualified to teach 
when he reaches retirement age in 1962. “Dad,” 
says Don McCoy, “is a man who will retire TO 
something rather than FROM something.” 

Nowadays the elder McCoy spends only about 
two months a year in Indonesia. The rest of the 
time he’s in his office at White Plains, N. Y., or 
his home in Scarsdale. But his travels won’t be 
limited to just two jaunts to Indonesia every year, 
for he’ll become a commuter soon. After almost 30 
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Kodak premium camera helps 
smash 35-year sales record 
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Ohio Oil Company reports: 


Marathon gas sales reach highest level in history 


The Ohio Oil Company and its many 
dealers agree their 4-Million-Dollar 
Marathon SMILE-maker Sweepstakes 
was a big success . . . “with sales of 
Marathon gasolines reaching the highest 
level of any month in our 35 years of 
marketing.” 

Playing a good part in the success was 
the advertising department’s choice of 


the Brownie Starflex Deluxe Outfit as 
a key premium and sales-builder. The 
universal appeal of Kodak cameras makes 
them a first-choice sales incentive, em- 
ployee award, or business gift. There is 
a Kodak product to fit every need and 
budget, with prices from $4.25 to $895. 

Be sure to include Kodak cameras in 
your next promotion. Mail coupon today. 


Prices shown are list, subject to change 
without notice, and are suggested prices only 





Brownie cameras come in a 
variety of attractive outfits— 
one just right for you! Ask us, 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N. Y. 


Gentlemen: Please send me more details on promotion opportunities with Kodak premiums. 


Name 


Position 








Street. 


iXodalk 
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(Begins on page 202) 

years, he’s going back with the Esso division of 
Standard of New Jersey. This time he’ll be regional 
vice president for Indonesia for Esso Eastern, Jer- 
sey’s new foreign division created when Standard- 
Vacuum was broken up late last year. 

Mrs. McCoy is just as much a traveler as her 
husband. She accompanies him on all his extended 
visits to Indonesia, then leaves him on the way 
back to tour the world on her own. She has visited 
every continent, and has friends from the fjords of 
Norway to the jungles of Africa. 

Her interests are wide and varied. At one time, 
when she started learning Braille, the male McCoys 
thought she was going blind. But she had volun- 
teered her services to the Red Cross during the war, 
and thought the best way she could help the blind 
would be to learn Braille. 

For all her interests, she’s a witty, humorous, 
down-to-earth person who can’t stand to be idle. 
She wants to be independent as long as she can 


—thus her enrollment as an undergraduate at 
Columbia. 


Refreshing Outlook on Life 

The McCoys sons have the deepest respect and 
admiration for their parents. “Both of them have 
a refreshing and young outlook on life,” says Don. 
“Dad, although he’s in business, wouldn't take 
unfair advantage of anyone. He’s tremendously 
fair and considerate.” 

And McCoy’s feelings for his sons can best be 
described by quoting an inscription that he once 
wrote for Don on a picture: “In my two sons dwell 
the opportunities to those things that will give their 
parents the most cherished of rewards: These sons 
making the most of their opportunities to earn a 
prideful success, to gain a true happiness, and to 
take their place among other men as good Christians 
and worth-while citizens. It is a father’s prayer 
that you will be most successful in realizing those 
aims.” ® 


tive secretary of the New York asso- 


ESPA’s Charlie 
Lockard Retires 


CHARLES A. LOCKARD is a voice 
of authority when it comes to jobbers 
and suppliers. As assistant secretary 
and executive secretary of the Em- 
pire State Petroleum Assn. (ESPA) for 
the past 15 years, he’s spent a great 
deal of time working for ESPA’s 275 
jobber members. And as a member 
of the Sinclair Oil Corp. family for 


ciation next month, got his first intro- 
duction to oil in 1907 when his father 
took an oil-industry job and moved 
the whole family from Syracuse, 
N.Y., to Bartlesville, Okla. 

After attending Syracuse University, 
Charlie Lockard went back to the 
West to go into oil too. He joined 
Sinclair in 1916 as a member of its 
lease department in Tulsa. He rose 
through the ranks to become assistant 
to the president of Sinclair before he 
left in 1941 to go with the Petroleum 


24 years, he’s able to see the supplier’s Administration for War. At PAW, he 
viewpoint too. was assistant director of marketing in 


Lockard: An oil man for 45 years Lockard, who’s retiring as execu- the eastern district until 1946, when 


DIAL THE PRESSURE... 
GET IT AUTOMATICALLY 


ACCURATELY! 


AUTOMATIC 


NEW OQ 


TIRE INFLATOR @& fy = 


Here's an easy, inexpensive accurate way of inflating 
tires automatically. It's the new OPW Automatic Tire 
Inflator. Inflates tires to a pre-set pressure, then shuts 
off automatically. Just dial the setting and inflate. 
Styles available for passenger car tires and for truck, 


bus, airplane tires, rae New 4-page manual gives fl 4 00 
1D) | a aoe a! ON ae te ih: Ml usrinc 
DOVER CORPORATION ()DW pivision rf ; De aioe ate S 1) ACCURACY 


2735 Colerain Avenue e Cincinnati 25, Ohio @ Kirby 1-5400 
VALVES, COUPLINGS, SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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om WHITEWAY. 


Whiteway’s many facilities are at your disposal to assure you of a distinctive and effective lighting plan 


COBRA ... The ultimate in style and efficiency. 
» Whiteway's new tapered Cobra has these 
‘never- before features. 
First fixture with 3, 4 or 5 lamps. First fixture 
to operate 50% cooler than Underwriters re- 
quirements. The 6’ Cobra is available with 3, 
4or 5 lamps. 8’ Cobra is available with 4 
lamps only. Application as shown for area 
and island lighting. 











DIRECTO-LUME . . . Whiteway’s Directo-Lume 
with positive directional control gives you 
maximum light output with a minimum of 
wasted light. A four lamp fixture, available 
in 4’ or 6’ lengths. Optional use with Wing 
Lumes on islands as shown, or with Jet-Lumes 
or Hi-Lumes. With or without doors. 








SCOTTIE ... Whiteway’s Scottie offers more per 
dollar than any other fixture on the market 
today. The initially low cost places this 
fixture within the reach of even the most 
modest lighting budget. Available in 6’ 
lengths, two lamps only, with or without doors. 
Highest lumen output at lowest cost, when 
combined with Whiteway’s Jet-Lume as shown. 








HI-LITE ... Attractive and effective-that's 

Whiteway’s weather proof Hi-Lite 
fixture. 
Flush joined. No hub spacing be- 
tween sections. Easily cleaned. 
Handy hinged plastic doors allow 
ready cleaning and re-lamping. 
Completely adjustable. Directs light 
where you want it. No more costly 
conduit bending. Easy to wire. 

Available in 4’, 6’ or 8’ lengths or multiples there- 

of. One lamp only. 





WHITEWAY OFFERS A COMPLETE LINE - 
FLUORESCENT, MERCURY VAPOR, For complete information, write Whiteway. 
INCANDESCENT, POLES AND EQUIPMENT DISTRIBUTORS IN EVERY MAJOR CITY 


Y} it's new in outdoor lighting, it’s usually a Whiteway ! 


——_—<—<< : a 
4 —thitewou iid isncetisiacieansialitait 
—_— 


1736 Dreman Ave. « Cincinnati 23, Ohio 
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he went with ESPA as assistant secre- 
tary. After the death of Harry Hilts, 
ESPA executive secretary, in 1960, 
Lockard postponed his Oct. 1 retire- 
ment to take over. 

Lockard sees ESPA’s purpose as 
somewhat different from, some other 
jobber groups. “Other associations 
primarily have a legislative purpose, 
but ESPA exists to serve its members. 
The most important thing we do here 


is keep our members informed of all 
oil-industry happenings, from price 
trends to supply and demand,” he says. 

Perhaps his-favorite anecdote about 
his association with ESPA is based on 
an incident that happened a few years 
ago at one of the group’s semiannual 
conventions. The meeting also had a 
trade exhibit. 

The main speaker of the convention 
had just begun his address when there 





NEW COUNTING PUMP 


for 
petroleum 
products 


series 


988 


with Clear-View Counter 


High Vaeuum + Double Action + Up to 15 CPM. 


Here in one package Tokheim gives 
you a new, low cost, high-vacuum, 
hand pump with an efficient counting 
device. Pump is similar to famous 
Tokheim 688 models now in use, 
delivering on both forward and back 
strokes, but operates with one instead 
of two diaphragms. Yet it functions 
smoothly up to 15 gallons per minute, 
and will withstand rugged use. Clear- 
View Counter is calibrated to the 
stroke of the pump and provides es- 


General Products Division 


sential gallonage figures for user’s 
records. It counts up to 100 gallons 
per fill and totalizes up to 10,000 
gallons, measuring on full or partial 
stroke. Pump .has vacuum breaker, 
stainless steel valve assemblies, self- 
adjusting suction pipe, removable suc- 
tion screen, locking device and many 
other features. Write for catalog. 


Clear-View Counter may also be used 
with Tokheim Model 688 hand pumps. 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


1650 Wabash Avenue 


Fort Wayne 1, Indiana 





OKHEIM 


Subsidiaries: Tokheim International A.G., Lucerne, Switzerland; 
GenPro inc., Shelbyville, indiana; Tokheim of Canada, Ltd., Toronto 


was a commotion in the trade-exhibit 
area. Lockard went back to investi- 
gate and found a few of ESPA’s more 
high-spirited members battling one an- 
other—with fire extinguishers which 
they had removed from the exhibit. 

“It took all the diplomacy and tact 
that I had to persuade them to shut 
off the extinguishers and let the ad- 
dress resume,” says Lockard. 

After 45 active years in oil, what 
are Lockard’s plans? He says he’s 
lived a planned life for so long that 
he’s going to enjoy an “unplanned 
retirement.” 


NEWS NOTES 





Douglas G. G. 

Levick, former 

marketing coordi- 

nator for Stand- 

ard-Vacuum_ Oil 

Co., has joined 

the marketing co- 

ordination depart- 

ment of Standard 

Oil Co. (N.J.) as 

marketing advisor 

for the Far East 

and South and 

East Africa. His 

appointment follows the dissolution of 
Standard-Vacuum late last year. 

Levick began his oil career with Jersey 
Standard in 1931 following graduation 
from Princeton University. He worked 11 
years in the marketing divisions of Esso 
Standard Oil Co., now part of Humble 
Oil & Refining Co., a Jersey affiliate. 
Early in World War II he joined the 
Navy and served with the Atlantic fleet 
as a lieutenant commander. In 1946 he 
joined another Jersey affiilate, Carter Oil 
Co., as a sales division manager in Den- 
ver. Two years later he went with 
Stanvac where he became assistant co- 
ordinator in 1958 and coordinator in 
1960. 

& 

William R. Stott, vice president and a 
member of Standard of New Jersey’s 
board of directors, has been elected an 
executive vice president and a member 
of the executive committee. Stott, who’s 
been a marketing executive for most of 
his 32 years with the Jersey organiza- 
tion, succeeds Emile E. Soubry, who re- 
tires as director in May. 

+ 

Fred H. Moore has been appointed 
executive vice president of Mobil Oil Co. 
Formerly vice president in charge of ex- 
ploration and production, in his new 
position he’ll coordinate the activities of 
the marketing, supply and distribution, 
pipeline, and traffic departments. 


o 

The Kansas Oil Men’s Assn. elected 
new officers and directors at its recent 
annual convention. New officers are: M. 
K. Grigg, Scott City Oil Co., Scott City, 
president; Charles Dungey, Dungey & 
Son, Winfield, vice president; and Elsie 
Martin, Wichita, treasurer. C. E. Holmes 
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was re-elected executive secretary. New 
directors are: Alfred Forsmann, Home 
Oil Co., Liberal; Race Parks, Race Parks 
Oil Co., Eureka; and R. M. Pickrell, 
Home Oil Co., Barnard. 


* 

John T. Arnold Jr. has been named 
marketing manager of the Wichita, Kan., 
area for Vickers Petroleum Co., Inc. 
Prior to joining Vickers in 1960, he was 
a district sales representative for Conti- 
nental Oil Co. 


. 
K. C. Esty, area manager of the Wash- 
ington district for Mobil Oil Co., has 
been promoted to retail programs man- 
ager of the West Coast division, with 
headquarters in Los Angeles. 


* 

Theodore H. Albenesius, secretary- 
treasurer of Coastal Terminals Inc., 
Charleston, S.C., has been elected a di- 
rector of the the company. In addition 
to his new duties, Albenesius is vice 
president of the South Carolina Oil Job- 
bers Assn. and a member of the Ameri- 
can Petroleum Institute. 


« 

The lowa Independent Oil Jobbers 
Assn. has elected new officers and direc- 
tors for 1961. New officers are: Claude 
Sheldon, Red Line Oil Co. (DX), Thur- 
man, president; Paul Hall, Hall Oil Co. 
(Phillips), Waterloo, vice president; and 
Harold Dickey, Dickey Oil Co. (Conoco 
and Mobil), Packwood, treasurer, Lyle 
W. Munson, Des Moines, was re-elected 
executive secretary. New directors are: 
Hall; Walter Messer, Washington; B. M. 
Fahey, Dubuque; C. H. Schlunz, Ot- 
tumwa; E. F. Bock, Garmer; C. G. 
Addy, Marcus; and J. W. Hauck, 
Kingsley. 


Elwood Biggerstaff 


Three new appointments have been an- 
nounced by Continental Oil Co. George 
G. Elwood Jr. moves up as manager 
of marketing operations for Conoco’s 
southwestern region, succeeding E. G. 
Hoover, who was recently named mar- 
keting manager of the Fort Worth divi- 
sion. W. E. Biggerstaff, former regional 
sales development manager at Denver, 
has been promoted to manager of mar- 
keting for Conoco’s Houston division. 
He succeeds John W. McCulley, who 
recently became assistant manager of 
marketing for the southwestern region. 


2 

William J. Zabish moves up from sales 
promotion and training supervisor at 
Norwalk Oil Co.’s Los Angeles area, to 
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division manager of the Sacramento Val- 
ley area. He succeeds R. J. Trane who 
becomes division manager of the com- 
pany’s Fresno area. 

e 


As an initial step in the organization of 


Humble Oil & Refining Co.’s new south- 
eastern region, E. M. Jolly and A. F. 
Kent have been named to key executive 
positions. Jolly, who has been manager 
of the Tennessee-Arkansas area of Hum- 
ble’s Esso Standard division, becomes 
regional marketing manager; and Kent, 
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former information division head in 
Esso’s public relations department, takes 
over as regional public-relations man- 
ager. Both men are also on a committee 
of seven which will assist R. H. Venn, 
southeastern regional vice president, in 
completing the new regional-office or- 
ganization. 


7 

Paul A. Finck, Shell jobber from 
Union, Mo., was re-elected president of 
the Missouri Oil Jobbers Assn. (formerly 
known as the Missouri Petroleum Assn.) 


Now get the picture, Emile. It’s opening day at 


Santa Anita... 


29,000 cars in the parking lot... 


and there you are with your bottles of rusting 
agent. And there I am with 29,000 cans of 
Mac’s No. 13*. We'll clean up.” 


*Mac’s No. 13 stops rust in its tracks. 
Makes a cooling system run clear for a 


whole year. You can get it at just about 


any service station. 


‘aTOR RS 


A whole series of sales-making ads like this one will 
be telling the story of Mac’s famous radiator products 
(MAC’S NO. 13, SEALER & STOP LEAK, COOL- 
ING SYSTEM CLEANSER) month after month in: 


TRUE - PLAYBOY - FIELD & STREAM 
SPORTS AFIELD - OUTDOOR LIFE - 
MOTOR TREND - POPULAR MECHANICS 
POPULAR SCIENCE ss» men’s magazines that 


reach your best customers regularly. Watch for them! 





pees ee eee seseeeses,,. 
Pees, 


i oe an rr fi About Oil People 
| ee Si Simply because Tom installed =, 


ee ii a ‘ Other officers re-elected were: Ted 

” nimesenets i. Roper pumps on his fuel oil trucks and Bryant, Bryant Oil Co., Carrollton, vice 

: y ¥ - profits have risen ever since  . president; Roy W. Blair, Lincoln Oil Co., 

i — a trip like ween Pes, sole Troy, secretary; and John Rupp, John 
oe peers’ Rupp Oil Co., Chillicothe, treasurer. 





*e 
* Se eee, 


. ‘ ss a Wayne E,. Can- 
field has been ap- 
va - ~ sF pointed manager 


of consumer sales 

for the Oklahoma- 

Pate division of 

Humble Oil & Re- 

fining Co. In the 

newly created po- 

sition, he will di- 

rect all phases of 

consumer-sales ac- 

Canfield tivity in the area, 

with headquarters 

in Detroit. Canfield, who began with 

Esso Standard’s West Virginia division 

in 1938, transferred to the Penola Oil 

Co., Detroit, in 1953 as senior industrial 

salesman. He was named manager of 
direct marketing in 1958. 


s 

J. B. Ballem, formerly chief legal ad- 
visor for Pacific Petroleums Ltd., has 
been appointed manager of marketing 
for the company, succeeding H. W. 
Gustafson. 

e 

John Hancock, former division man- 
ager for Champlin Oil & Refining Co. 
at Sioux Falls, $.D., has moved up as 
special assistant to L. E. Hardin, sales 
vice president of the company. In this 


. 
’ ; ; newly created marketing post, Hancock 
you Enjoy as eT CIIVETY, as el pro ; S will be headquartered in Minneapolis. 


John Acker, former division manager at 


me | Moorhead, Minn., replaces Hancock, and 
with RO PER Pj Mi p on Oli true S J. A. Stochl, previously headquarters 
bd staff representative at Omaha, replaces 


Acker. 


J 
Roper Series 3600 truck pumps are time savers and money makers Eg. ane Donald R, Nel- 
because they are built for fast, cost-saving deliveries. Roper pumps help ; ' son has _ been 


pais a Fe a named man f 
keep deliveries on schedule by making short work of liquid transfer. wicdiia tate 


Their rugged, service-proved construction makes them highly depend- orF - Republic division 
able for day-in, day-out, heavy duty operation. There’s a Roper in the bs a of Plymouth Oil 
size to fit your needs, whether pumping thick or thin clean liquids. En- : , = Co., Pittsburgh. 


: Nelson, a_ 1941 
joy faster profits, get yourself a Roper! graduate of North- 


western Univer- 

sity, has been in 

TWO EQUAL SIZE hardened iron gears a sales and market- 

run in axial hydraulic balance. Nelson ing since his re- 

, turn from Naval 

duty during World War II. He comes to 

Plymouth Oil from Leonard Refineries 

Inc., Alma, Mich, where he was branded 

sales manager, general sales manager, 

RELIEF VALVE is adjustable, permits and, most recently, general manager of 
nozzle shut-off without stopping pump. marketing. 


FOUR HIGH-LEAD bronze bearings sup- 
port gears on both sides. 


e 

Roy J. Diwoky, chairman of Com- 
monwealth Oil Refining, has been named 
chief executive officer of Crown Central 


Petroleum, Baltimore. S. K. Waters, 
={@) PE 4 Dependable pumps president and chief executive officer of 
since 1857 Crown Central, becomes chairman of 
the executive committee. 
HYDRAULICS. INC. commerce, GEORGIA ° 


> i ss enaiven, aad eponomice, dapest 
| ming, analysis, and economics depart- 
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PULL IN MORE 
CUSTOMERS WITH 


BRIGHTER SIGNS 


Both old and new, stations need the 
extra light power of Plastilux" signs. 
This brighter, clearer day and night 
sign will attract more customers and 
pay for itself in lower maintenance 
and operating costs. 


A Signvertising® engineer will help 
modernize your entire sign program 
without obligation. Use the coupon 
below. 


~ 


Look < Ex 
INSIDE —_— 


See how maximum light power is developed 
—how shadow-free engineering is perfected 
—how easy, low cost maintenance is assured. 


fo) Tel NTN fe) te) 
PLASTILUX 


the sign with 


oe 35 OP. ae 2 = 7 OP © k Os Od! tt — 
Bm. 5 OF OB = 71 © P= F- Ne ue 2B B | 


Peo beet: we Oe Otoe fom Om _ ma. UE 
R 


= 
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t 
SIGNS OF INCREASED GALLONAGE 


We operate service stations. 
Please have a Signvertising engineer call. 
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ment for Socony Mobil, has been named 
vice president and general manager of 
Mobil Oil’s manufacturing department, 
succeeding William H. Montgomery who 
has retired after 35 years with Socony 


| and affiliates. 


* 

Robert Rae of J. H. Rae Oil Co., 
Rochester, heads Oil-Heat Institute of 
Rochester, N.Y., for a second term. T. 
Watkins of Esso Standard Oil is vice 
president and William Huberlie of Hub 
Oil Co., Rochester, is secretary-treasurer. 

* 

Frank H. Leslie, former New England 
sales manager for Lehigh-Navigation- 
Dodson Co., is the new assistant execu- 
tive secretary of the combined oprations 
of Independent Oil Men’s Assn. of New 
England, Oil-Heat Institute of New Eng- 


Better start practicing to call Cal Mac- 
Cracken, Jet-Heet president, “Council- 
man.” MacCracken, who is also research 
director for Operation Oil Heat Associ- 
ates, a jobber-financed burner research 
project, has been asked to run as GOP 
candidate for council in Tenafly, N.J 
And running as a GOP in that area is 
the same as being a Democratic candi- 
date in the South: it’s tantamount to 
election. 

“ 

Gulf Oil Corp. has appointed six new 
area sales managers. Their names and 
areas are: J. C. Pate, Cleveland; J. R. 
Winterbottom, Charleston, W. Va.; W. 
C. Anderson, Allegheny, Pa; J. M. 
Lambert, Pittsburgh; L. M. Peterson, 
Dayton, Ohio; and W. C. Gifford, Cin- 
cinnati. 


land, and New England Fuel Dealers 3 

| Assn. IOMA’s offices are now with Madison Farnsworth, 27-year veteran 
| OHI’s at 330 Stuart St., Boston. in Gulf’s marketing department, has 
retired as department consultant. He 





VITAMIN PILL? 


FOURTEEN CONOCO JOBBERS, representing over 500 jobbers from the 
company’s 28-state marketing area, met recently with top Conoco marketers 
to discuss and try to solve some outstanding business problems of jobbers. 
Delegates attending (top row, left to right) are: Lon Kump, coordinator of 
trade relations, Houston; Carl Tesitor, Walsenburg, Colo.; H. F. van der Voort, 
general manager of marketing, Houston; George M. Sullivan, vice president 

| of marketing, Houston; Doc Haggard, Kirksville, Mo.; and Dave Meagher, 

| St. Cloud, Minn. Bottom row, left to right, are: Wayne Gratz, Libertyville, IIL; 
Forde Johnson, Idaho Falls, Ida; Ben Boykin, El Paso, Tex.; Dr. H. M. Shidler, 
Edgerton, Wyo.; Tyrell Garth, Beaumont, Tex.; Robert Reutiman, Excelsior, 
Minn.; J. P. Mulgrew, Dubuque, Iowa; John Struyk, Lohrville, Iowa; Fred Ties, 
Brodhead, Wis.; John Bryan, Lucedale, Miss; and Fred Penley, Oklahoma 
City, Okla. 


Yes. It’s a special kind. It stands for the 
Lee Uniform. The uniform that’s designed 
to inject energy into your business. To 
spark morale. To add exciting new zing 
to overall efficiency. 


Key management everywhere has discov- 
ered that Lee Industrial Workwear and 
Uniforms are an investment that pays 
large dividends in utility, safety, long 
wear, comfort and good looks. And please 
note. The Lee line is the largest in the 
industry. It includes Shirts and Pants, 
Jackets, Union-Alls, Service Coats, and 
many others. Includes custom garments 
made to your specifications too! No mat- 
ter what the job, there’s a Lee to fit it 
perfectly...and economically! 


Cail in an experienced Lee Consultant. 
Get the proven facts on the garments 
best suited to your needs. You'll find it’s 
worth your while to let Lee work for you! 


WRITE TODAY TO 
INDUSTRIAL DIVISION 
H. D. LEE COMPANY 
117 WEST 20th STREET 
KANSAS CITY 41, MO. 
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FORTY FINNISH DEALERS for Gulf Oil’s subsidiary, FinGulf, toured the 

eastern United States last month, realizing a long-talked-about dream. The 

service-station operators made the trip to the U.S. on a chartered plane, and 

toured New York, Washington, Philadelphia, Pittsburgh, Detroit, Toledo, and 

Niagara Falls in a chartered bus. Gulf Oil entertained the group at a cocktail 

party and dinner at a New York restaurant which specializes in Finnish food, 
| and played host in each city the dealers visited. 

















To Feep 
ADDITIVES! 


Are you feeding blind and wast- 
ing expensive additives? Do you 
count plunger strokes and multiply 
by chamber capacity which can be 
full, partially full, or empty? Stop 
wasting money . . . stop feeding 
blind . . . get report back of actual 
usage. B-I-F’s unique EDB Blend- 
ers can give you the accurate addi- 
tive control you need. 


Free Fact's 


Write for free facts on the best 
way to stop additive give-away and 
make your oper- 
ation more profit- 
able. Request your 
copy today! 











(QP) wraustries 


BUILDERS-PROVIDENCE * PROPORTIONEERS * OMEGA 
555 HARRIS AVENUE, PROVIDENCE 1, RHODE ISLAND 
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SAYS “ (stor } HERE. ..| 


ADJUSTABLE POLE ADAPTORS 


Threaded on Top_“ 
for Auxiliar 
Lighting 


Weight of Luminaire is Rigidly Sup- 
| ported by Sturdy Load Bearing sage ete 


| Hub Supports. 


on ven, 
| Double Model > ys & hee. am 
| No. 1712 a 
“le A\ 


Each Arm 
Individually 
Adjustable 


Wireway Access 
Door for Easier Wiring 








FOR SERVICE” 


COMPCO 
CANTILEVER 
LIGHTS 


ALL ALUMINUM CONSTRUCTION 


e Do make sales... because they 
focus customer attention on 
your station and create traffic. 


e Do give more light... because 
Compco engineered luminaire 
design offers more powerful and 
better light over wider areas. 


e Do offer maximum versatility 
and economy. Can be used for 
island, perimeter and approach 
lighting. 


MPCO 


CORPORATION 
1800 N. Spaulding * Chicago 47, Illinois 





Find out how 


EATON 
i 


CHECK LIST 


o Why do Eatons cut 
operating costs® 


Why do Eatons cut | 
maintenance costs: 


atons enable 


[] Why do eM more Work: 


trucks to 


ake 
hy do Eatons m 
nel last longer? 


Why do Eatons make 
trucks worth more 


Eaton 
O all better than 


other axles? 





2-SPEED 
AXLES 


can save you money! 


Probably everybody who owns, operates, or 
maintains trucks knows that an Eaton 2-Speed 
Axle doubles the number of gear ratios pro- 
vided by a conventional transmission—that it 
gives drivers the right ratio for every operating 
condition. 


You may not know just how doubling the 
the number of available gear ratios effects big 
savings in operating and maintenance costs; 
enables trucks to make more and quicker full- 
load trips; cuts wear and tear on engines and 
all power transmitting units; adds thousands 
of miles to vehicle life; and makes trucks worth 
more when traded in. 


If trucks are part of your business, you'll want 
to know exactly why Eaton 2-Speed Axles will 
save you money. Ask your truck dealer to give 
you the answers. 





More than 
Two Million Eaton Axles 
in Trucks Today 











EATON 


AXLE DIVISION 





MANUFACTURING COMPANY 


CLEVELAND 10, OHIO 
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joined Gulf as an assistant division sales 
manager at Houston in 1934, and rose to 
the position of division general manager 
of marketing in 1949, supervising Gulf’s 
marketing activities in Texas, Oklahoma, 
and Louisiana. He assumed his most re- 
cent position in 1960. 

. 

D. F. Clugston, former manager of 
branded sales for Vickers Petroleum Co., 
has formed Petroleum Properties Co. The 
new concern will provide a professional 
service for the oil jobber who wants to 
sell his business or acquire an established 
one. Clugston’s services will also be open 
to suppliers who are interested in ac- 
quiring petroleum jobberships. The com- 
pany will operate in Kansas, Iowa, 
Nebraska, Missouri, and Oklahoma. 

7 

Harry A. Jarvis succeeds Arthur T. 
Proudfit as president of Creole Petroleum 
Corp., an affiliate of Standard (N.J.) in 
Venezuela. 

Proudfit is retiring after 38 years in 
the oil business, 30 with Creole. He has 
served twice as Creole president, once 
from 1942 to 1945, and again from 1959 
to the present. 

Jarvis, executive vice president of the 
company, has been with Jersey Standard 
for 30 years, 14 with Creole. He is suc- 
ceeded by Leo E. Lowry, comptroller 
and member of the board of directors. 

a 

Tom Scott of Buckley & Scott, heating- 
oil jobbers in Watertown, Mass., is the 
new president of Independent Oil Men’s 
Assn. of New England. He succeeds Bill 
Bursaw of Bursaw Oil Co., Salem, Mass. 

Vice presidents are Arthur J. DeBlois 
of DeBlois Oil Co., Pawtucket, R. L; 
Richard L. Gardner of General Heat 
Inc., Boston; James W. Scanlan of Penn- 
sylvania Oil Co., Somerville, Mass.; and 
Dudley F. Blanchard of Wyatt Inc., New 
Haven. 

Francis F. Brewer of Jenney Manu- 
facturing Co., Boston, is treasurer and 
Minot M. Shaw of Pocahontas Fuel Co., 
Salem, is secretary. 


NEW OFFICERS of the Detroit Oil 
Men’s Club are (left to right): Del 
Johnson, Valvoline Oil Co., secretary: 
W. P. Reid, Aurora Gasoline Co., vice 
president; Martin E. Citrin, Citrin Oil 
Co., president; and Claude Cocanougher, 
Wayne Oil Co., vice president. John 
Hacker, Consumers Petroleum Co., was 
elected treasurer. Citrin was installed as 
president by his father, Jacob A. Citrin, 
past president of the oil men’s club. This 
is the first time a son of an oil-club mem- 
ber has been elected president. 


John B. Turner, former manager of the 
Florida division of Orange State Oil Co., 
has been named vice president of the 
Orange State division of the new Cities 
Services Oil Co. 

* 

Rex W. Reynolds, former district man- 
ager in Portland, Ore., succeeds Charles 
F. Gieg as sales manager of Shell Oil 
Co.’s Cleveland division. Gieg has been 
transferred to New York as manager of 
dealer sales. 

2 
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Serving their first term as directors 
of Northwest Petroleum Assn. are Leon 
McCracken, Todd Oil Co., Long Prarie, 
Minn.; Paul Rivard, Rivard Oil Co., 
White Bear Lake, Minn.; Thomas Gold- 
ing, Golding Oil Co., Devils Lake, N. D.; 
and Eugene Schinke, Carrington Oil Co., 
Carrington, N. D. 

Re-elected as officers of NPA for sec- 
ond terms are Allen E. Saunders, Forman 
Oil Co., Forman, N. D., president; Craig 
Shaver, Dickey & Shaver, Wayzata, 
Minn., and Robert Streeter, Bismarck, 





REEL FACTS or 01 marketer 
—”~ 


From drilling rig 


Wad 
ney 
« 

Av 


. <:" 
TeeN || 
f 


— 


Keni 


to delivery truck, reels help 
bring oil products to market. 


Every day, petroleum marketers are developing new 
methods for bringing better products to bigger markets 
at lower cost. Faster, more efficient hose handling equip- 
ment for use at the well, in bulk plants and for delivery, 
is a vital part of this development. 


Every day at Hannay, specialists are developing reels to 
provide more efficient hose handling in every phase of oil 
marketing. Their experience and the dependability of the 
equipment they produce are yours when you specify 


reels by Hannay. 


Reels for home fuel delivery, aircraft fueling, marine 
fueling and industrial fuel and lubricant service. 


CLIFFORD B. HANNAY & SON, INC., WESTERLO, N. Y. 
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Wanted: 
Specifics: 


Manager of Lube Oil Dept. for large, 
established New England oil marketer. 
Familiarity with operation, manage- 
ment and selling for lube oil blending 
and canning plant. Knowledge of com- 
mercial and industrial accounts in N. E. 
market preferable. Compensation arranged. 
P6282 National Petroleum News, Class. 
Adv. Div., P.O. Box 12, N.Y. 36, N.Y. 


Address: 














ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you, 
NEW YORK 36: P. O. Box 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 11: 255 California St. 





POSITIONS WANTED 


1! Made $18,000 in 1960—Sold 16% all radio 
sales in city of 350,000. Mgt. exp: reg Sls 
Mgr 3% yrs _ Supervising $8,000,000 volume 
equip sls to major oils. College, family man, 37. 
Want pos Mgr-Sls Mgr. Must potential 
$20,000 up. PW-6287, National Petroleum News. 








Controller-Energetic and ambitious. Eager to 

apply know-how in retail and wholesale petro- 

leum distribution to up-and-coming organization. 

Heavy experience all phases of operation from 

tanker to tank. PW-6334, National Petroleum 
ews. 





BUSINESS OPPORTUNITIES 


For Sale, Florida Stations 2 Independent sta- 
tions, large storage and frontage. Real Estate 
included. BO-5834, National Petroleum News. 





Bulk Oil Jobber—Center of Wisconsin‘s largest 
expanding rural developments along Lake Michi- 
gan. Modern Filling Station. Bulk Plant. Truck. 
Small investment. Write to BO-6205, National 
Petroleum News. 





Wanted to Purchase—Oil Jobbership in Wis- 
consin. Adequate financia] backing available. 
BO-6153, National Petroleum News. 

For Sale Major Oil Company Distributorship— 
Central Michigan area—Approximately seven 
million gallons of Gasoline and Fuel Oil busi- 
ness. Two major lines of Lubricants, plus T.B.A. 
items. BO-6235, National Petroleum News. 








BUDGET PAYMENT PLAN 


A complete budget plan for your fuel oil cus- 
tomers; tailored to your needs. All forms im- 
printed with you name and address. For free 
samples, write: 


CALCULATORS 


P.O. Box 1054 Mansfield, Ohio 





Wanted: 


IDEAS AND PATENTS, 
ON SPECIALTY 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL .VALVE.CO. 
409 South Street, Elizabeth, N.J. 














1959 INTERNATIONAL 
1500 gallon, double bulkhead, completely dual 
equipped for gasoline and fuel oil delivery, 
nearly new condition. Located in Southern Michi- 
gan, priced for quick sale. 
FS-6350 National Petroleum News 
520 N. Michigan Ave., Chicago 11, Ill. 











FOR SALE 


1956 Dodge V8, 3,000 gal. Fuel tank truck, Model 
CV3, 3 compartments, 2” manifold, Smith meter, 
power steering, full air, 1 1/2” 125 ft. hose. 
1956 Ford F-800, 2450 gal. tank truck, 3 com- 
partments, 2” manifold, Smith meter, full air, 
1 3/8” 125 ft. hose. 

1955 Ford F-900, 2200 gal. tank truck, 5 com- 
. Smith meter, for Gasoline or Fuel 
i. 





All in excellent operating condition. 
Write or phone: 


SHOTMEYER BROS. FUEL CORP. 
10 WAGARAW ROAD, HAWTHORNE, NEW JERSEY 
Ha. 7-1000. 
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N. D., vice presidents; and Ed Kooplin, 
Kooplin Oil Co., Litchfield, Minn., treas- 
urer. 
e 

Oil Heat Council of New Jersey has 
re-elected officers for a second term. They 
include Irving Oelbaum, Liberty fuel Oil 
Co., Newark, president; Richard Morgan, 


Nassau Oil Co., Princeton, vice presi- | 


dent; Robert Crane, Reel-Strong Fuel 
Co., Cranford, treasurer; and William 
Sorter, Sunrise Oil Co., Englewood, 
secretary. 

° 

Newly elected directors of Oil-Heat 
Institute of Rochester, N. Y., are William 
Meier, Gulf Oil Co.; Robert Rae, J. W. 
Rae Oil Co.; and Frederick H. Schleber 
Schwald Coal & Oil Co. 

. 

Richard Gardner of General Heat Inc., 
Boston heating-oil jobbership, has been 
named chairman of Boston Better Home 
Heat Council. He succeeds Watt Tyler, 
Watt Tyler Co., Waltham. 

Vice chairmen of BBHHC are Ray 
Rosenthal, Eastern Oil Co., Worcester; 
Thomas Doyle, Doyle & Long, Quincy; 
and Orodon Hobbs, Morton Oil Co., 


Malden. Robert E. Cullen continues as | 


secretary-treasurer. 


* 
W. S. (Bill) Mantle, A Shell employe | 
for 34 years, took retirement at 55 and | 


bought into a Shell jobbership in May- 
field, Ky., the Interstate Oil Co. of Joe 
Tripp. Mantle’s latest position was dis- 
trict manager at Cape Girardeau, Mo. 
“T tell my friends I like this jobber busi- 
ness fine,” says Mantle. “Then they say 
they’re coming around in 90 days to see 
if I still like it.” 
@ 

Arthur W. Clinger, vice president and 
manager of wholesale sales for South 
Penn Oil Co., Oil City, Pa., assumes ad- 
ditional duties as general manager of 
sales. He will have supervision over all 
of the company’s branded lubricating de- 
partment and retail marketing depart- 
ment. 


s 
A. C. (Bill) Saul has retired as Shell’s 
manager of the transportation and supply 
department on the West Coast. He leaves 
Shell after more than 43 years of service. 
e 


Henry R, Wainwright, 61, founder of 
the Savemore service-station chain and 
organizer of the Washington, D.C. Gas- 
oline Dealers Assn., died of a heart at- 
tack while at a clinic in Excelsior Springs, 
Mo. Wainwright came to Washington in 
1939 during a price war at the request 
of a group of dealers. He organized the 
Washington association at that time and 
served for many years as its executive 
director. In 1951 he became a partner 
in the first Savemore station in Elkridge, 
Md. The company now has 15 stations 
in the Washington area. Wainwright is 
survived by his wife Sarah, one son and 
three daughters. 

& 
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Poesy Dept. Shell Oil’s new ad agency (NPN—Dec. 
*60 p68), headed by British-born idea man David Ogilvy, 
is making a splash with full-page ads filled with text. 
Shell’s elimination of the usual 15% commission in 
favor of a straight fee made a sensation, too. It all 
prompted one oil man to knock off this gem: 

There was a young man from Great Britain, 

Who scarce could be prettier sittin’. 

His copy for Shell 

Being longer than hell 

Awes the client clear out of fee splittin’. 





e Good as Gold. Last winter Union Oil Co. of Cali- 
fornia began sending a permanent Gold Credit Card to 
“preferred” annual credit-card holders. The gesture in- 
spired some humorous responses, reports Union. Examples: 

“. . . Thank you for the Gold Card. Am going to try 
it at Fort Knox.” 

“.. . 1 didn’t know my credit was that good.” 

“You have no idea what it did for my morale. Or 
maybe I mean vanity.” 

And from a doctor, squiggled on a prescription blank: 
“Thanks—1 gram; Appreciation—1l gram. Sig: Buy more 
Union 76 gasoline.” 


























“Your check will be a little late this week, 
Oscar. I'm having it wrapped as a gift.” 











e Consideration, A jobber who operated largely out of 
his hat was arguing price with a supplier rep. After hours 
of haggling, his son took him aside. 

“You know you won't be able to pay the bill,” said the 
son. “Why waste everybody’s time haggling about the 
price?” 

“He’s such a nice fellow,” confided the jobber. “I’d 
like to keep his losses down.” 


= @é™=* “ 


“This week’s luncheon topic, gentlemen, is how does our competition know so much about our operations?” 
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CLEVELAND 13, 1164 Illuminating Bldg., 
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John Grant, Riverside 7-9721 
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John W. Patten, Alpine 5-2981 


DETROIT 26, 856 Penobscot Bidg., 
Walter G. Berger, Woodward 2-1793 
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HOUSTON 25, 725 Prudential Bldg. 
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NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 11, 255 California Street 
Peter S. Carberry, Douglas 2- 
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1650 WABASH AVE. 


Smart merchandisers are finding they can in- 
crease gallonage to consumer accounts by up- 
grading customers with Tokheim Electric 
Power Pumps.These top value dispensers nail 
down good customer relationships, encourage 
larger volume; save by permitting larger drops, 
less service and maintenance expense. 

With Tokheim Power Pumps to offer your 
customers, you can be assured they are getting 


General Products Division 


TOKHEIM CORPORATION 


FORT WAYNE 1, IND. 


Up-grade your consumer accounts with 


TOP PUMP VALUE 


TOKHEIM MODEL 86-D 
ELECTRIC POWER PUMP DELUXE 


Other models available 


the best. Handsome, weather-resisting, red 
enamel housing with bright metal trim; 14 
gallons per minute delivery through a self- 
priming, rotary vane type pump. Tokheim 
meter with horizontal counter, 10 feet of hose, 
nozzle and many other features. Starts and op- 
erates on as little as 70 volts. Order a supply 
today and be ready for the big season 
just ahead. Call your Tokheim representative! 


SYMBOL OF EXCELLENCE 


OKHEIM* 


GASOLINE PUMPS 





AND ACCESSORIES 


Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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